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ABSTRACT 
Media observers have warned that late night comedy shows to which many are 
now drawn can make impressionable young adults cynical about the political process. Do 
late night comedy shows have informative effects? This study examines how college 
students use and obtain gratifications from two TV news program genres (regular 
network news and late-night comedy shows), which of these two program types 
contribute more to political knowledge, and what is the influence of other antecedent 
variables (including exposure and attention to news content, attitude toward politics, 
involvement with politics) and demographic characteristics on political knowledge.  
A post-test only quasi-experimental design was conducted to gather data. Four 
hundred undergraduate students were randomly assigned to two experimental conditions, 
one group watched a CNN news segment and another saw a clip of The Daily Show. Both 
treatments discussed presidential candidate Barack Obama’s visit to the Middle East at 
about the same running length. These experimental stimuli, embedded within an online 
questionnaire, were followed by a 15-item knowledge quiz.  
The results show that audience members were able to identify specific media 
content that will satisfy specific needs, and that their media choices were goal-directed. 
More importantly, those who watched the CNN news segment gave lower knowledge 
scores than those who watched The Daily Show clip. The subjects said they watch late 
night comedy shows mainly to be entertained, but also to satisfy their information needs. 
The findings suggest that learning, a secondary use and gratification sought from 
exposure to comedy, happens in the process of being entertained.  
A positive correlation was found between attention paid to political news content 
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and involvement in politics, and with attention to political content in regular newscasts 
and attitude toward politics. Males were also likely to produce higher knowledge scores.  
 The results do not lend support to the concern that comedy shows skew political 
content in such a way as to adversely affect young adults’ perception of the political 
process. On the contrary, the findings show that information conveyed with humor can 
add to the wealth of information individuals possess about a political topic or issue. 
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CHAPTER 1 
INTRODUCTION AND STATEMENT OF THE PROBLEM 
 
Television has been—and continues to be—an important source of political 
information for many Americans. Most voters, especially those who are less inclined to 
vote, rely more on television than newspapers for presidential election news (Patterson 
and McClure, 1976). Media pundits, however, have observed that those who watch 
regular news have been declining in number over the years. According to a 2008 Pew 
Research Center study, viewers of regular news shows have been on steady and 
significant decline, with the proportion regularly watching nightly network news down 
31%, and viewers of local news down 25% between 1993 and 2008. The statistics have 
prompted researchers to wonder whether TV and newspapers, the traditional sources of 
news, are now being replaced by other media forms.  
Some studies (Larris, 2005) have shown that apparently, young people now obtain 
their news from non-traditional and “softer” news programs. Indeed, Baumgartner and 
Morris (2006) have noted that the relationship between the viewing frequency of 
traditional news programs and the audience’s age is negative, which means that 
frequency of viewing declines with age. In general, these young audiences prefer comedy 
shows to mainstream news sources. Larris (2005), for example, found that young TV 
news viewers (18- to 24-year old) have declined in number and are now more “tuned in” 
to a different form of political news source—late-night television comedy and talk shows 
(Baym, 2005).  
Examples of these are Saturday Night Live, The Colbert Report, Late Night with 
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David Letterman, and The Tonight Show with Jay Leno. Although these shows do not 
proclaim themselves as legitimate news sources, over half (54%) of young adults who 
watch them reportedly get at least some important political news from these programs 
(Baumgartner and Morris, 2006). 
Among many politically-oriented comedy shows in the late night TV landscape, 
one program has demonstrated wide appeal among young people over time, The Daily 
Show with Jon Stewart. It is an exemplar of comedy journalism, defining itself as a show 
that discusses the daily “real fake news.” It regularly pokes fun at mainstream 
newsmakers, especially politicians. It provides entertainment by treating political news 
with satire, sarcasm and slapstick comedy (Heidrick, 2006). Since it first aired in 2003, 
the show has become increasingly popular, especially among young audiences who are 
also becoming increasingly less willing to rely on mainstream political news sources, 
including traditional network news, newspapers, and newsmagazines (Davis and Owen, 
1998; Pew Research Center, 2004).  
How political news is being treated by late night comedy, however, has caused 
critics to wonder about its potential adverse effects on a highly impressionable age group 
(Sears, 1983). In particular, researchers worry about the high levels of cynicism and 
distrust about the political system such shows might engender. While studies have shown 
that those high in political knowledge are largely unaffected by these late-night programs, 
those less politically knowledgeable showed greater volatility in their political candidate 
evaluations the more they watch such shows (Young, 2004). Because young adults have 
been known to have relatively less political knowledge and demonstrate little attention to 
political news, they are more likely to be apathetic to news reports conveyed using 
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comedic angles.  
There is no doubt that comedy news deviate from legitimate political discourse. 
As such, policy analysts are concerned that fake news could destroy the public’s trust in 
political institutions (Baumgartner and Morris, 2006; Johnson, 2006). “In television, the 
effect of comedy news shows is to reduce the importance of political information to a 
form of ‘trivial pursuit.’ More and more talk show monologues and the fake news 
weekend update mimic this approach, increasingly reducing audience involvement with 
or connection to the political public atmosphere” (Baym, 2005, p. 263). 
Despite the criticisms lobbied against entertainment news programs, previous 
findings have indicated that young viewers do learn about politics from comedy shows 
such as The Daily Show. Krugman (1965) calls this phenomenon “learning without 
involvement,” and the knowledge that can be gained from it may sometimes be greater 
than that which can be achieved through active interactions between source and receiver 
(McQuail, 2005). In opposition to those who argue that such shows require “mindless 
viewing,” comedy news programs require qualified political sophistication, cognitive 
ability and motivation for audiences to participate and actively engage in the humor 
(Hollander, 2005; Young, 2004). 
It is therefore important to examine how young adults learn from conventional 
news programs versus televised comedy shows if only because passive learning does 
occur as a consequence even of random television viewing (Baum, 2003b). Now that the 
barriers between news and entertainment—and between public affairs and pop 
culture—have become harder if not impossible to discern, it is even more important to 
determine the impact of programs like The Daily Show. Although they unabashedly 
4 
 
proclaim that they convey only “fake news,” their significance for political 
communication may run deeper.  
It is therefore pertinent to ask: What brings about greater learning of political 
events, issues and personalities—comedy news shows or traditional network news? In 
doing so, it is important to consider how young adults get political news information 
from TV news content, and to what extent young people derive political knowledge after 
exposure to television news programs, presented formally or as comedy. Few studies 
have examined such a relationship.  
Using a post-test only quasi-experimental design, this study applies a conceptual 
framework that aims to analyze and measure the political knowledge young adults 
develop as a result of exposure to two types of TV news programs. Do subjects exposed 
to late night comedy news shows exhibit less knowledge about a particular political event 
than those who watched a regular network news broadcast? This study also aims to 
determine the influence of four potentially strong intervening variables—general mass 
media exposure to political news, people’s involvement and attention to politics, and 
attitude toward politics—on knowledge.  
The findings of this study are expected to assist broadcast news producers in 
formulating effective methods of delivering political information to a young generation 
that must be educated about the importance of an informed electorate in a democratic 
society. Furthermore, from a long-term perspective, the findings are expected to help the 
broadcast industry in creating better news programs to catch the attention of young 
audiences and to cultivate their learning of and involvement in political processes. 
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CHAPTER 2 
LITERATURE REVIEW AND THEORETICAL FRAMEWORK 
 
Although young viewers are generally aware that comedy news shows “twist 
political facts,” many say they attend to these shows to satisfy their entertainment and 
information needs. Deriving entertainment and information are but two of the uses of and 
gratifications people get from any communication medium.  
The Uses and Gratifications Theory  
According to Palmgreen, Wenner, and Rayburn (1980), the uses of and the 
gratifications audiences derive from the media have been the subject of communication 
research for many years. The uses and gratifications theory proposes that audience 
members seek information or content selectively, commensurate with their needs and 
interests (Katz et al., 1974). They then integrate the content to fulfill their needs or to 
satisfy their interests (Lowery and DeFleur, 1983). The theory arose from a functionalist 
paradigm that sees mass media use as a function of the gratification of social or 
psychological needs of individuals (Blumler and Katz, 1974).  
Blumler and Katz’s (1974) uses and gratifications theory suggests that media 
users play an active role in choosing and using the media to which they will be 
exposed. In other words, users take an active part in the communication process and are 
goal-oriented in their media use. Given the array of media available, audiences seek out 
the ones that best fulfill their needs. A medium will be used more when the existing 
motives to use it leads to more satisfaction.  
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The theory assumes that 1) mass media use is goal-directed, and the audience 
member is an active media user; 2) the link between specific media choices and need 
gratifications is established by audiences upon drawing from their own conclusions; and 
3) the media compete with other sources for potential need satisfaction (Blumler and 
Katz, 1974).  
Uses and gratifications has been used to achieve three main research objectives: 1) 
to describe how individuals use mass communication to gratify their needs, 2) to 
investigate potential motives for individuals’ media use, and 3) to identify the 
consequences of individual media use.  
Different personalities, levels of maturation and social backgrounds bring about 
different needs (Miller and Landau, 2005). McQuail (1987) observes that seeking 
information and entertainment are two commonly cited reasons for media use. The need 
for information involves the need to know events and conditions in one’s immediate 
surroundings, in the larger society, and in the rest of the world; the need to seek advice on 
practical matters or to substantiate opinions and decision choices; the need to satisfy 
one’s curiosity and general interest; the general need to learn; and the need to gain a 
sense of security through knowledge. The need for entertainment involves the desire to 
escape or be diverted from problems; the need to relax or get intrinsic cultural or 
aesthetic enjoyment; the need to fill time, the need for emotional release; and the need for 
arousal. 
According to McQuail et al. (1972), individual needs can be categorized as 
follows: (1) diversion (emotional release), (2) personal relationships (social utility of 
conversations, companionship), (3) personal identity or individual psychology (value 
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reinforcement, self understanding), and (4) surveillance (information that may help in 
accomplishing tasks). 
Katz, Gurevitch & Hass (1973) offer another categorization scheme. To them, the 
media are used by individuals to meet the following specific needs: (1) cognitive needs 
(acquiring information, knowledge and understanding); (2) affective needs (emotional, 
pleasurable, or aesthetic experience); (3) personal integrative needs (strengthening self 
image); (4) social integrative needs (strengthening social ties); and (5) tension release 
needs (escape and diversion). 
Satisfying entertainment needs 
Different categorization systems identify entertainment as one of the main reasons 
for using a particular medium over others. Specifically for television watching, Schramm, 
Lyle and Parker (1961) report three essential uses of and gratifications obtained from 
watching television based on interviews with children around the United States: 
entertainment, information, and social utility (as cited in Sherry, 2004). Because TV 
viewing is a relaxing activity that entails very little concentration or cognitive effort, it 
has become the choice of those wishing to escape the demands of reality (Jubey, 1986) 
and boredom experienced in daily life.  
Entertainment is a term that emphasizes emotional pleasure. To pass away the 
time, to relax, and to be aroused are some of the dimensions of the entertainment need 
identified by Greenberg (1974). What people often refer to as “entertainment” is closely 
associated with enjoyment (Zillmann and Bryant, 1994), a need efficiently addressed by 
comedy shows with a political bent such as The Daily Show.   
If the goal when viewing late night comedy shows is to be entertained, then 
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audiences should “get the jokes” in order to get the most out of the viewing experience. 
Because appreciating humor requires subtle cognitive processes, viewers might 
experience outcomes other than being entertained, namely, the subtle shaping of their 
political judgments (Young, 2004).  
Wyer and Collins’s (1992) comprehension elaboration model of humor 
appreciation posits that “the appreciation of humor begins as the introductory text of a 
joke is encoded based on the accessibility of constructs in memory… The process of 
elaborating a joke and filling in the missing information can also be thought of in terms 
of construct activation… One direct result of having to engage in cognitive elaboration to 
comprehend a joke concerns the activation and subsequent salience of constructs central 
to the understanding of that joke” (Young, 2006, p. 342-343). In other words, when it 
comes to jokes about politics, any missing information can often be supplied by the 
viewers themselves, making it a more cognitively active process than common critics 
about political comedy are willing to admit.    
Satisfying information and knowledge needs 
While television news generally serves entertainment and relaxation needs, 
specific content may serve other needs as well, such as surveillance and orientation (Kaye 
& Johnson, 2003). These needs, according to Blumler (1979), can prompt audiences to 
make media use plans in advance and to allocate cognitive attention to media content. 
The dimensions of this need for information indicate audience “selectivity” of programs 
prior to exposure, “involvement” with media content during exposure, and “use” of 
media content for cognitive processing (Lin, 2004). 
In selecting the media to which they will be exposed, people are driven by two 
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kinds of motives, instrumental and ritualistic. While instrumental viewing motives (e.g., 
more goal-oriented viewing such as information seeking) lead to audience activities of 
higher intentionality, ritualistic viewing motives (e.g., less goal-oriented viewing such 
watching TV to pass the time) lead to audience activities of lower intentionality (Rubin 
and Perse, 1987). Previous findings have suggested that “more active viewers experience 
higher levels of gratification than do passive viewers or ritualized viewers” (Rubin and 
Perse, 1987, p. 263). As such, young watchers of comedy news programs who have the 
intention to learn and gain knowledge will be more inclined to get involved with the 
show and elaborate on the information it presents for surveillance purposes. Their 
cognitive processing might be at a higher level, they are more affectively involved, and 
are more likely to demonstrate a behavioral response. Those who watch such shows with 
the intent to be entertained, however, are more likely to process the information in a more 
peripheral way, to be less affectively involved, and to demonstrate little if no behavioral 
response (Lin, 2004).   
Hence, the level of audience activity inherent in gratifications sought and obtained 
assumes that media use motives influence the levels of audience engagement. Audience 
activity levels would then determine the amount of media use and the extent to which 
gratifications are obtained.  
The reciprocal effects of seeking entertainment and information 
If exposure to the media continues, other needs different from the initial one can 
also be satisfied (Grant, 2006). Researchers have found that audiences who watch 
comedy shows initially to be entertained also unintentionally learn about the news, a 
phenomenon called the reciprocal effect. Palmgreen et al.’s (1980) study of gratifications 
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sought (GS) and gratifications obtained (GO) from the most popular television news 
programs indicate that each GS correlates either moderately or strongly with its 
corresponding GO. However, the gratifications audiences reportedly seek are not always 
the same as the gratifications they obtain (Palmgreeen et al., 1980). A later study 
conducted by Wenner (1982) showed that audiences obtain different levels of 
gratifications from what they seek when they are exposed to evening news programs. 
That is, both entertainment and information seeking needs may be satisfied 
simultaneously upon exposure to comedy news shows. 
Knowledge learning and entertainment-based soft-news programs 
Hard news sources, as defined by Baum (2002, 2003a, 2003b), include 
newspapers, news magazines, and network and cable news programs that cover public 
policy topics. Compared with traditional hard news programs, soft-news programs are 
characterized as having “lower levels of public affairs information and focus more on 
drama, sensationalism, human interest themes, and personalities” (Baumgartner & Morris, 
2006, p.341). In a nutshell, soft news programs emphasize entertainment (Baum, 2002, 
2003a; Patterson, 2000). Soft news programs are considered successful when audiences 
derive more knowledge from the viewing experience (Prior, 2003).   
Prior (2003) suggests that “infotainment” programs, those that contain both 
information and entertainment content, have little effect on soft news knowledge and that 
traditional hard news formats have a stronger informing function and ability. This is so 
because infotainment does not effectively convey hard news knowledge to its viewers as 
well. Prior therefore concludes that preference for soft news is not helpful in consistently 
gaining factual political knowledge. Examining the same phenomenon, Hollander’s (1995) 
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survey data also found that viewing late-night programs was unrelated to general 
knowledge about political campaigns.   
Some scholars argue that entertainment-based soft news does provide inattentive 
viewers with political knowledge although the knowledge level they are able to muster is 
relatively low (Baum & Morris, 2006). However, this low knowledge informing level of 
infotainment programs does not necessarily mean that viewers do not learn anything from 
soft news programs. Baum (2003a) suggests that attentiveness to soft news coverage can 
at least indirectly facilitate learning. Indeed, studies in the field of psychology have 
shown that information conveyed with humor is both persuasive and memorable (Berg 
and Lippman, 2001; Lyttle, 2001).  
Surveys analyzing national samples have found that many Americans agree that 
they learn about politics from soft news programs, including late-night television shows 
and political comedy shows (Pew Research Center, 2000c and 2004). Baum (2005) even 
argues that “soft news creates a more knowledgeable citizenry by educating an inattentive 
public that would not otherwise follow traditional hard news” (p. 342). Even inattentive 
viewers receive valuable information as an “incidental by-product” of exposure to soft 
news (Baum, 2003b, p. 30). These findings indicate that audience members may have 
been accidentally informed about the primary campaign through their efforts to seek out 
amusement (Brewer and Cao, 2006). It can therefore be surmised that actual 
knowledge-enhancing effects are possibly associated with consuming soft news or 
entertainment programs.  
The media system dependency theory and dependency relationships 
If passive learning or awareness of issues does occur from casual television 
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viewing (Baum, 2003), how much is actually learned from entertainment television?  
The media system dependency theory (Ball-Rockeach and DeFleur, 1976 and 
1985; DeFleur and Ball-Rockeach, 1988) provides six dimensions of individual 
dependency relationships, including a personal and a social component for play 
motivations (social play and solitary play), understanding motivations (social 
understanding and self-understanding), and orientation (interaction orientation and action 
orientation). The theory provides insights into how exposure to comedy news may lead to 
increased knowledge of current events.  
Using the tenets of this theory, increased knowledge is likely to result from the 
format of comedy news shows that have numerous punch lines which can increase 
attention to the story, thereby increasing recall. Prior’s (2003) findings show that late 
night comedy and soft news program viewers are predominantly in search of 
entertainment, and any political learning that happens in the process is merely incidental. 
On the other hand, Ball-Rokeach and DeFleur’s (1976) dependency relationships begin 
with either incidental or deliberate exposure to media content. If the content does not 
fulfill specific viewer needs, exposure ceases. But if needs are fulfilled, exposure 
continues, and a dependency relationship can develop. The critical proposition of 
dependency theory is that once a person consumes media content to fulfill a need, further 
exposure to the content can lead to the satisfaction of other needs. It can therefore be 
assumed that in the case of The Daily Show, initial viewing most likely satisfies play 
needs (related to the entertainment content), but as exposure continues, the content may 
also satisfy social understanding needs.  
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Previous studies have also found that the audience of entertainment-oriented 
comedy news shows is often less educated and interested in politics than the mainstream 
news audience (Davis and Owen, 1998; Hamilton, 2003), suggesting that viewers of 
comedy shows are less capable of understanding and explaining political content. Parkin 
et al. (2003) even report a negative relationship between level of understanding and 
exposure to political comedy. Most studies, however, find no significant relationship 
between entertainment-based news and political knowledge (Chaffee et al., 1994; 
Hollander, 1995; McLeod et al., 1996; Pfau, Cho, and Chong, 2001; Prior, 2003).  
Network news is considered as one of the most popular ways by which young 
audiences gain political knowledge. They are, therefore, important agents of political 
socialization. Those who watch network news often are typically more involved with 
political issues and thus give such programs their due attention. However, some scholars 
(Kim and Kim, 2007) have argued that those who watch television news, including 
network news, seldom receive solid political knowledge compared to those who expose 
themselves more to the print media.  
Considering the foregoing literature, this study asks: 
RQ1: What are the uses and gratifications young adults derive from 
watching late night comedy news shows compared to traditional broadcast news 
programs? Are they more entertainment seekers (ritualistic viewers) or knowledge 
seekers (instrumental viewers)? 
H1: Entertainment seekers will be more knowledgeable about a topic after 
exposure to a segment of The Daily Show. 
 H2: Knowledge seekers will be more knowledgeable about a topic after 
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exposure to a segment of a regular network newscast. 
Factors that mitigate political knowledge  
There are, however, several factors that may mitigate the use of and the 
gratifications people get from any medium as well as the level of knowledge or learning 
that occurs after exposure to a particular medium. When it comes to politics, the most 
commonly cited ones are (1) exposure and (2) attention to political media content, (3) 
level of political involvement, and (4) attitude toward politics. 
Mass media exposure, media attention and their relationship to political 
knowledge. Some have suggested that how people “orient themselves toward a medium 
(McLeod & McDonald, 1985), attend to a medium (Chaffee & Schleuder, 1986), or 
involve themselves with a medium (Shoemaker et al., 1989) can mask the effects of TV 
watching on knowledge” (Hollander, 2005, p. 403). However, the findings regarding the 
impact of exposure and attention to mediated political content on political learning are 
highly contradictory and are often confusing. 
For example, some political communication experts (McLeod and McDonald, 
1985) have found that viewing news programs does not necessarily correlate with 
political learning. This is so, they contend, because substantive political information is 
rarely covered in network television news about presidential elections in particular and 
political issues in general (Patterson and McClure, 1976). Furthermore, people who 
watch nightly TV news regularly were no more likely to know the stance of presidential 
candidates on a number of issues than non-viewers (Becker & Whitney, 1980; Berkowitz 
& Pritchard, 1989; Patterson and McClure, 1976; Pettey, 1988; Robinson and Levy, 1986; 
Weber and Fleming, 1983). These findings indicate that television news is simply not 
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very informative regarding political issues.  
However, recent studies have found that television news watching is as strong a 
predictor of political knowledge as newspaper reading. In one analysis, television news 
was the most important correlate of knowledge of issue differences between presidential 
candidates (Chaffee et al., 1994). Biographical knowledge about presidential candidates 
was also strongly predicted by exposure to television news and the televised party 
conventions (Chaffee et al., 1994). This happens, according to Sue (1994), when people 
use television news as a tool with which to evaluate political leaders’ personal qualities, 
such as intelligence or personality. In this case, television acts as a passive learning 
medium characterized by “learning without involvement” (Krugman, 1965). Neuman, 
Crigler, and Just (1992) conclude that television “can break the attention barrier for issues 
of low salience” (p. 114) whereas the print media can be the better informing channels 
when audiences already have high motivation to seek information. 
Television is considered as the predominant channel by which young people first 
become aware of politics (Connell, 1971). According to Chaffee and Yang (1990), young 
audiences can be divided into two groups: readers and non-readers. Those who regularly 
read newspapers or magazines are usually more knowledgeable about and are active 
learners of politics (Chaffee and Tims, 1982). Non-readers are provided a general image 
of political events or issues by television from childhood when everything about the 
political world looks vague (Chaffee and Kanihan, 1997). “From one perspective, media 
use diminishes involvement and contributes to political cynicism and declining turnout; 
from another, media use contributes to political involvement, trust, efficacy, and 
mobilization” (Aarts and Semetko, 2003, p. 760).  
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Regardless of the nature and extent of audience effect, television is clearly a 
principal medium by which people are informed about political candidates and issues 
(Chaffee and Frank, 1996). Attention or increased mental effort is an important variable 
in the processing of mass communication messages (Chaffee and Schleuder, 1986). 
“Attention is considered one of the key steps in the communication process according to 
heuristic treatments” (Schramm, 1954, p.13). People employ different attention levels to 
news as part of this heuristic process. But how does exposure to “traditional” news 
programs and political comedy affect young adults’ political knowledge level? It is 
hypothesized in this study that 
H3: Those who were more exposed to comedy shows will show lower 
knowledge scores than those who were exposed more to regular TV newscasts.  
H4: Those who pay more attention to comedy shows will have lower 
knowledge scores than those who pay more attention to regular TV newscasts.  
 Political involvement and political knowledge. Another variable that correlates 
with political knowledge is political involvement, the extent to which individuals see 
themselves as interested in and are invested on the political issues of the day.  
A number of studies have shown that those who are highly involved with politics 
are more motivated to seek information from political news. Other studies (Berman and 
Stooky, 1980) have shown that media use is positively associated with various measures 
of civic engagement and political cognition.  
There is, many contend, a positive relationship between attention to news and 
higher levels of political knowledge and civic engagement (Aarts and Semetko, 2003). 
The extent to which audience members are politically involved determines how they can 
17 
 
be stimulated to learn political information and recognize useful information. Indeed, 
political interest, discussion, and ideological sophistication had increased over the past 
years in many countries, an indicator of the educative role of television, some scholars 
have observed (Dalton 1996; Inglehart, 1990). 
Television news viewing in the United States has been associated with higher 
levels of political knowledge, participation, and personal efficacy (Brehm and Rahn 1997; 
Norris 1996, 2000). Those who pay more attention to political news have been known to 
possess advanced political sophistication, high prior political knowledge, and higher 
interest to process political news through which they gain more knowledge. 
Based on their exposure to political news, young adults may be classified into two 
types. The first group can be characterized as highly politically involved and thus has the 
intent to learn more information. The second group, composed mainly of those with low 
to medium involvement in politics, can be characterized as “information misers” for 
whom political news is useful only if they are presented in an entertaining way. This 
group’s main need is to relax and not take political events too seriously. Thus, it can be 
posited that 
H5: There is a positive relationship between involvement in politics and  
political knowledge scores.  
Attitude toward politics and political knowledge. Attitude toward politics refer 
to a person’s disposition toward specific political topics or objects and to politics in 
general. Many agree this concept has a cognitive and affective component. Several 
studies have provided evidence that people’s attitude toward political personalities, topics, 
objects, events or politics in general may affect the outcomes of viewing political news. 
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For example, Kazee (1981) found that viewers’ negative attitude toward Nixon caused an 
increase in Watergate-related television watching rather than the other way around. 
Whether a positive attitude toward a political figure, object, issue or event creates the 
same effect is still uncertain.  
Another study designed to test the effects of television news in election 
campaigns found that exposure to positive news about a party had stronger effects on 
vote choice than exposure to negative news (Norris et al., 1999). These findings suggest 
that prior attitude toward politics affects people’s willingness to receive or absorb 
political information. Some works have also shown that those with low political interest 
depend more on television for information about a developing political event, and modify 
their attitudes on the basis of that information (Aarts and Semetko, 2003). 
Indeed, declines in political knowledge and participation are both caused by 
changing political attitudes and values. These declines correlate with a decrease in the 
American public’s trust and confidence in political institutions (Soule, 2001). Statistics 
show that 64% of young people agree that “government is run by a few big interests 
looking out for themselves, not for the benefit of all,” and 57% think “you can’t trust 
politicians because most are dishonest” (National Association of Secretaries of State, 
1999). One reason for the decline of public trust and civic engagement is the lack of 
consensus about what societal problems are important and which solutions should be 
implemented (Soule, 2001). Thus, it can be hypothesized that 
H6: There is a positive relationship between attitude toward politics and 
exposure to political news in different formats (traditional news programs or 
political comedy). 
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H7: There is a positive relationship between attitude toward politics and 
attention to political news in different formats (traditional news programs or 
political comedy). 
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CHAPTER 3 
METHODS 
 
This study compares young adults’ uses of and the gratifications they derive from 
two televised political news genres: traditional or regular newscasts and comedy shows. 
It also attempts to determine the extent to which they gain knowledge from watching 
these two televised news genres based on their exposure and attention to televised 
political news content, their political attention, and their attitude toward politics. To 
answer the study’s research question and test the hypotheses, a quasi-experimental study 
was conducted.  
A two-group post-test only design was used to test the influence of watching The 
Daily Show and a network newscast on knowledge scores. In the study design, a random 
sample of undergraduate students in a major university in the American Midwest 
received an e-mail message inviting them to participate in the study and directing them to 
an online questionnaire with a built-in knowledge post-test about a particular political 
topic. The questionnaire contained questions intended to measure exposure and attention 
to televised political news and comedy shows, their uses of and the gratifications they get 
from newscasts and comedy, their attitudes toward politics, their level of involvement 
with politics, and demographic information.  
Then, the same political topic was presented in two treatments or two video clips 
one of which showed a segment of a regular Cable News Network (CNN) newscast and 
the other showed a segment of The Daily Show. Respondents were randomly assigned to 
one of these two treatments that discussed the same topic. 
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The two treatments were about five minutes in length without the advertisements. 
The Daily Show episode was edited to run at about the same duration as the CNN 
newscast.  
Following exposure, each group of the students was given a knowledge test based 
on the contents of each treatment.  
Up to five follow-up waves were sent to a random sample of students to increase 
the response rate. The names of those who completed and returned their questionnaire 
were entered into a drawing for a cash prize of $50. Data were entered into SPSS v. 16 
for analysis. 
The sample  
According to the National Annenberg Election Survey (2004), those who 
watch The Daily Show are college-age. Thus, a random sample of 4,000 
undergraduate students (18 years or older) was selected from the university’s published 
student telephone and e-mail directory. The pages were torn from the binding to reduce 
periodicity, and the names of potential respondents were chosen from each selected page 
following a skip interval technique with a random start. A total of 4,000 names were 
selected using this random sampling technique.  
The questionnaire and the post-test 
The questionnaire with a randomly assigned treatment and a built-in post-test 
knowledge quiz was sent to the members of the sample through e-mail. The questionnaire 
contains seven parts aimed at measuring: (1) exposure and attention to televised political 
information, (2) uses of and gratifications derived from television news, (3) political 
involvement and (4) attitude toward politics, (5) demographic information. Embedded in 
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the questionnaire were (6) the experimental treatment, and (7) the knowledge post-test (a 
15-item quiz) on based on the contents of the experimental stimuli. A questionnaire has 
been designed for each treatment.   
The first five parts of both questionnaires were completely the same. In Part 1, 
students were asked about their general TV viewing habits (i.e., their frequency of 
exposure and attention paid to traditional network news, cable news, and comedy news 
programs). The uses and gratifications information was solicited in Part 2. This part asks 
about the students’ the communication needs and motives for watching different formats 
of TV news using Katz, Gurevitch & Hass’ (1973) individual needs categories. The 
questionnaire also measures political attention (i.e., the extent to which they see 
themselves paying attention to politics), and attitude toward politics (i.e., how positively 
or negatively they view politics) in Part 3 and Part 4. In Part 5, respondents were asked 
their gender, race, major field of study, and year in college.  
The experimental stimuli 
Part 6 of the questionnaire shows the experimental stimulus (CNN newscast or a 
Daily Show segment). The two video clips discussed the same topic—2008 Democratic 
presidential candidate Barack Obama’s visit to the Middle East perhaps to shore up his 
image as a president who can handle foreign affairs and knowledgeable about foreign 
policy. The trip ostensibly signals his major involvement with the continuously volatile 
situation in the Middle East, and was intended to showcase his ability to deal with other 
national leaders.  
These two clips differ in the format in which information was conveyed, 
specifically in terms of the ratio between the number of facts and the number of 
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entertainment elements presented.  
In the CNN segment, the reporter introduces the story in a straight forward way, 
beginning with Barack Obama’s pronouncement that if he were elected president, he 
would draw the US combat troops from this country16 months after taking office. This 
places the withdrawal date around mid-2010. The Iraqi government, according to the 
report, appears to agree with this plan. The segment ran five minutes and 16 second.  
 The Daily Show segment on the same topic showed a lot more verbal 
commentary from the host, a narrative filled with trivial elements and jokes. For example, 
major network news anchors were compared (in appearance) to various political leaders 
before taking on the topic of Obama’s visit to Iraq.   
 “Let me ask you a serious question,” Stewart began. “When you woke up this 
morning, did you feel a little colder? Wasn’t the country a little sad and a little less 
hopeful? This is because Barack Obama has left for Iraq.” “Don’t take our hope away,” 
he pleads. “Barack Obama, the embodiment of the goodness of life, the future of human 
evolution, has flown to Iraq,” Stewart groans. 
Despite the light-hearted introduction, the Daily Show segment was able to 
provide important facts for the viewing public. For example, Stewart managed to report 
that the Iraqi prime minister supports Obama’s plan to withdraw troops in the first 16 
months of his presidency. The Iraqi leader said (in a German magazine interview), “we 
think, that would be the right timeframe for a withdrawal.”   
 The Daily Show segment ran five minutes and 29 seconds, 13 seconds longer 
than the CNN news segment.  
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The post-test  
The knowledge test, located in the seventh part of the questionnaire, is a 15-item 
quiz about the video clips the subjects have just seen. Students were asked to take this 
quiz immediately after exposure to the experimental stimuli. Knowledge is measured in 
terms of the total number of correct answers to this 15-item quiz.   
Variables and their measure 
 Exposure to televised political news. In terms of this study, this variable has 
two dimensions: (1) the type of televised news programs young viewers are exposed to, 
and (2) the frequency with which they watch political news. This variable will be 
measured by asking the number of hours during the past seven days the respondents 
watched (1) regular TV news broadcasts, (2) late night comedy shows in general, and the 
number of times during the past seven days the respondents watched The Daily Show 
with Jon Stewart.   
Attention to televised political news. This variable refers to the extent young 
viewers are drawn to televised political news programs and pay attention to them. This 
variable will be measured by asking students how closely they watch or pay attention to 
(1) regular TV news broadcasts, (2) late night comedy shows in general, and (3) The 
Daily Show in particular on a scale of 1 to 5, where 1 means “no attention at all” and 5 
means “as closely as you can.”  
Uses and gratifications from TV news. The response items here were selected 
from Katz, Gurevitch and Haas’ (1973) five categories of needs identified from a 
compendium of the social and psychological functions of the mass media: (1) cognitive 
needs, including acquiring information, knowledge and understanding; (2) affective 
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needs, including emotion, pleasure, feelings; (3) personal integrative needs, including 
credibility, stability, status; (4) social integrative needs, including interacting with family 
and friends; and (5) tension release needs, including escape and diversion.  
The subjects were asked to indicate why they watch political content based on the 
two formats, and indicate the extent to which each of these reasons apply in their 
individual cases. In other words, the subjects were asked to indicate how strongly each 
use and gratification are applicable to them in terms of percentages although the total 
percentage does not need to add up to 100%. A student who does not watch news 
programs at all, may write “100%” next to the item “I do not watch them at all” and leave 
all other items blank. If the percentages indicated in items 2 and 5 were combined and the 
sum is higher than the sum of the percentages indicated in items 1, 3 and 4, a subject was 
characterized as an entertainment seeker (ritualistic viewer). If the sum of the percentages 
shown for items 1, 3 and 4 is higher than those indicated in items 2 and 5, the subject was 
characterized as knowledge seeker (instrumental viewer). The rest was considered 
non-news program watchers. 
Political involvement. This variable refers to the extent to which young viewers 
are interested in political issues and participate in political activities. The specific 
behaviors of the politically involved can include paying attention to political information 
and attending political events. The respondents’ level of political involvement was 
measured by averaging the answers to three Likert scale items that asked about the extent 
to which they think about international, national and local political events. The response 
range in each of these scales is from 1 to 5, where 1 means “I don’t think about them at 
all” and 5 means “I think about them all the time.”  
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Political involvement was also measured by determining the number of political 
activities they regularly engage in as citizens. The students were presented a list of ten 
activities often exhibited by active and involved citizens, and were asked to check all that 
apply in their case. Those who indicated that they regularly perform will two or fewer 
activities were categorized as “not politically active at all.” Those who indicated that they 
regularly engage in eight or more activities were categorized as “very politically active.” 
Attitude toward politics in general. This is defined as the subject’s degree of like 
or dislike for politics. In this study, politics refers to government policies, politicians, 
political events and all relevant objects and subject matter pertaining to politics. Attitudes 
can be positive, negative or neutral. The subjects’ attitudes toward politics was measured 
by answering a seven-point Likert scale item, where 1 means “very negative” and 7 
means “very positive.”  
Political knowledge. This variable is conceptually defined as all substantive and 
factual information an individual holds about a political topic and the person’s theoretical 
or practical understanding about the same topic. In this study, political knowledge 
mainly refers to solid and constructive information about a particular political 
topic—candidate Obama’s visit to the Middle East.   
Political knowledge was measured by the number of correct answers to a 15-item 
quiz about the Obama’s tour of the Middle East. Those who scored ten and above in this 
post-test were considered as having high political knowledge. Those who received a 
score of five to nine were categorized as having medium knowledge. Those who received 
a score of four or below will be characterized as having low knowledge levels.  
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CHAPTER 4 
RESULTS AND DISCUSSION 
This chapter outlines the characteristics of the sample using descriptive statistics. 
The results of statistical tests conducted to answer the research question and test the 
hypotheses are also presented.  
The Sample 
The subjects for this experimental design were recruited from a random sample of 
Iowa State University students taken from the university’s official registration list. A total 
of 615 subjects agreed to participate in the study. Among these, 402 completed the 
questionnaire. Two dropped out in the middle of the questionnaire and were excluded in 
the analysis. Half of the sample (200) watched a segment of The Daily Show; the other 
half saw the CNN segment. 
Demographic and Educational Characteristics 
Table 1 summarizes the subjects’ demographic information. A slightly larger 
number of male (51.5%) than female students (48.5%) participated in this study. A great 
majority of them were Caucasian-Americans (87.8%), followed by Asian- Americans 
(2.2%) and Asians (2.2%). The “other” category (4.2%) included those who identified 
themselves as “bi-racial,” of “mixed race,” “native American of non- Indian descent,” 
“West Indian-American,” European-American, and African. 
Because the objectives of this study are to compare two types of TV genres in 
terms of their ability to convey political content and to ascertain the uses and 
gratifications young adults seek from televised news shows, only undergraduate students 
comprised the sample. Thirty-four percent of them were seniors, 24.8% were freshman, 
and 22.0% were juniors (Table 1).  
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The subjects represented 68 major areas of study, ranging from the physical and 
biological sciences, the social sciences, business (accounting, marketing and finance), 
and the humanities. Most of them (23%) were majoring in engineering (mechanical, 
aerospace, chemical, civil, computer, electronic, materials and mechanical), psychology 
(5%), art and design (3%), animal science (3%), and business (3%). The detailed list in 
Table 2 also includes those who consider themselves “undecided” (students who have yet 
to declare a major area of study).  
Table 1. Demographic profile of subjects (N=400) 
 
Table 2. Subjects’ major areas of study (N=400) 
 
Number Major area of study Count Percent of total 
1 Accounting 10 2.50 
2 Advertising 2 0.50 
3 Aerospace engineering 10 2.50 
4 Agricultural business 4 1.00 
5 Agricultural education 10 2.50 
6 Agricultural engineering 5 1.25 
7 Agronomy 2 0.50 
8 Animal ecology 4 1.00 
9 Animal science 12 3.00 
10 Anthropology 2 0.50 
Gender Male 51.5% 
 Female 48.5% 
Race Caucasian-American 87.8% 
 African-American 0.8% 
 Asian-American 2.2% 
 Asian 2.2% 
 Hispanic 2.0% 
 American Indian or Native Alaskan 0.5% 
 Native Hawaiian or other Pacific Islander 0.2% 
 Other 4.2% 
College classification Freshman 24.8% 
 Sophomore 18.5% 
 Junior 22.0% 
 Senior 34.0% 
 Other 0.8% 
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11 Apparel production/sourcing 1 0.25 
12 Architecture 10 2.50 
13 Art and design 12 3.00 
14 Athletic training 1 0.25 
15 Biochemistry 1 0.25 
16 Biology 8 2.00 
17 Business 12 3.00 
18 Chemical engineering 7 1.75 
19 Chemistry 4 1.00 
20 Child adult and family services 5 1.25 
21 Criminal justice 3 0.75 
22 Civil engineering 10 2.50 
23 College of Human Sciences 1 0.25 
24 Community and regional planning 2 0.50 
25 Community public health 1 0.25 
26 Computer engineering 10 2.50 
27 Computer science 8 2.00 
28 Culinary science 2 0.50 
29 Dietetics 7 1.75 
30 Ecology 1 0.25 
31 Economics 2 0.50 
32 Education 8 2.00 
33 Electronic engineering 12 3.00 
34 Engineering 13 3.25 
35 English 7 1.75 
36 Environmental science 1 0.25 
37 
Family finance, housing and policy/Child, 
adult and family Services 1 0.25 
38 Finance 7 1.75 
39 Food science 5 1.25 
40 Foreign languages 1 0.25 
41 Genetics 3 0.75 
42 Graphic design 9 2.25 
43 History 8 2.00 
44 Hotel/Resort institution management 3 0.75 
45 Human development and family studies 1 0.25 
46 Industrial engineering 4 1.00 
47 Industrial technology 1 0.25 
48 Information technology 1 0.25 
49 Interior design 1 0.25 
50 Journalism and mass communication 8 2.00 
51 Kinesiology 9 2.25 
52 Library 3 0.75 
53 Logistics 2 0.50 
54 Management 2 0.50 
55 Management information systems 6 1.50 
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56 Marketing 8 2.00 
57 Materials engineering 4 1.00 
58 Math 9 2.25 
59 Mechanical engineering 28 7.00 
60 Meteorology 5 1.25 
61 Microbiology 5 1.25 
62 Music 4 1.00 
63 Natural resources 2 0.50 
64 Physics 4 1.00 
65 Political science 6 1.50 
66 Psychology 20 5.00 
67 Sociology 8 2.00 
68 Statistics 1 0.25 
69 Undecided 11 2.75 
  
TV Viewing Habits   
To measure exposure to televised political news content, the subjects were asked to 
indicate the number of hours they spent in the past seven days watching regular TV news 
programs, late night comedy shows in general, and The Daily Show in particular. As 
shown in Table 3, students devoted an average of 3.12 hours (sd=4.097) during the past 
seven days on regular TV news programs, almost twice as long as the average number of 
hours (1.4 hours, sd=1.848) they spent on late night comedy shows. Furthermore, almost 
one-fifth (8.2%) of the subjects watched more than 10 hours of regular news while only 
0.5% spent about the same amount of time watching comedy shows. The students also 
report they spent fewer time (m=0.77, sd=1.487) on The Daily Show. A large proportion 
of them (67.2%) claim they did not watch it at all during the past seven days. These 
findings run contrary to those of previous studies that show young people increasingly 
obtaining their news from non-traditional and “softer” news programs (e.g., Larris, 2005) 
and that the same audience segment are now more “tuned in” to late-night television 
comedy (Baym, 2005). 
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Table 3. Exposure to regular news, comedy shows and The Daily Show in terms of 
number of hours spent on these programs during the past seven days 
 
Program type N Min Max Mean Std. deviation 
Regular TV news  397 0 30 3.12 4.097 
Comedy shows 399 0 10 1.40 1.848 
The Daily Show 400 0 15 0.77 1.487 
 
To determine the attention students pay to regular TV news programs, late night 
comedy shows and The Daily Show, they were asked to indicate their choice on a scale of 
1 to 5, where 1 means “no attention at all” and 5 means “very close attention.” Table 4 
shows the mean attention level for regular TV news at 3.12 (sd=0.095), 2.87 (sd=1.046) 
for late night comedy shows, and 2.45 (sd=1.283) for The Daily Show. This diminishing 
trend in attention levels is consistent with the pattern of exposure to the three TV genres. 
Students paid the least attention to the program they least watch.  
 
Table 4. Attention paid to regular news, comedy shows and The Daily Show 
 
Program type N Min Max Mean Std. deviation 
Regular news 400 1 5 3.12 .950 
Comedy shows 400 1 5 2.87 1.046 
The Daily Show 400 1 5 2.45 1.283 
Attention was measured on a scale of 1 to 5 where 1 means “no attention at all” and 5 
means “very close attention.” 
  
Uses and Gratifications   
RQ1 asks for the uses and gratifications young adults derive from watching late 
night comedy shows, traditional broadcast news programs, and The Daily Show. It also 
aims to determine whether students are more entertainment seekers (ritualistic viewers) 
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or knowledge seekers (instrumental viewers) based on Katz, Gurevitch and Haas’ (1973) 
five categories of needs.  
To answer this question, students were asked to indicate in percentages the extent 
to which a particular reason applies as to why they watch specific TV news genres. These 
percentages need not add up to 100. In the following analysis, those who reported they do 
not watch any of the identified program types at all were excluded.  
According to the students, they watch regular TV news primarily to fulfill 
cognitive needs (including acquiring information, knowledge and understanding), which 
gained a total percentage strength of 50.48% (sd=30.41%). The satisfaction of cognitive 
needs was followed by the desire to fulfill personal integrative needs (including 
credibility, stability) (m=19.59%, sd=22.31%), and the desire to fulfill social integrative 
needs (including interacting with family and friends) (m=18.27%, sd= 21.69%).  
These results suggest that those who watch traditional TV news programs were 
more knowledge seekers (86.8%), a mere 2.2% were entertainment seekers, while the rest 
(11.0%) were made up of non-watchers and those who gave equal percentage evaluations 
for both types of needs (Table 6). This may be because regular TV news programs are 
seen as conveying more substantial information than late night comedy shows. This result 
buttresses previous findings that TV news primarily serves the needs for surveillance 
(Kaye & Johnson, 2003), and that audiences select this TV program genre mainly to 
satisfy the need to be oriented to their everyday world.  
 
Table 5. Uses of and gratifications derived from watching regular TV news 
 
To fulfill  Mean (%) Std. deviation (%) 
cognitive needs. 50.48 30.41 
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affective needs 9.32 15.97 
personal integrative needs 19.59 22.31 
social integrative needs 18.27 21.69 
Tension release needs  8.50 16.43 
Do not watch broadcast news at all  16.40 33.58 
Intensity of reason for watching regular TV news was measured in percentage (totals do 
not have to add to 100%).  
 
Table 6. Categories of viewers based on uses and gratification derived from watching 
regular TV news programs 
 
Type of seekers Frequency % 
None watchers + entertainment and knowledge seekers 44 11.0 
Entertainment seekers 9 2.2 
Knowledge seekers 347 86.8 
Total 400 100.0 
 
The results for comedy shows are very different. As Table 7 demonstrates, those 
who watch late night comedy shows do so mainly to fulfill pleasure and affective needs, 
gaining an average evaluation of 33.75% (sd=30.326%). This was followed by the desire 
to release tension (including escape and diversion) (m=25.57%, sd=29.375%) and to 
fulfill social integrative needs (including interacting with family and friends) (m=17.36%, 
sd=21.814%). These results clearly indicate that those who watch late night comedy 
shows are more entertainment seekers (49.8%) while a little over one-fifth (21.0%) are 
knowledge seekers. However, almost one-third (29.2%) of the subjects can be 
characterized as both (Table 8). This figure also includes those who do not watch late 
night comedy at all.  
These findings provide evidence that the humorous and entertaining elements of 
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late night comedy shows make them more palatable for entertainment seeking. For 
comedy watchers, TV viewing is a relaxing activity and a means of escaping the 
pressures of daily life, an activity that entails little cognitive effort (Jubey, 1986).  
 
Table 7. Uses of and gratifications derived from watching late night comedy shows 
 
To fulfill  Mean (%) Std. deviation (%) 
cognitive needs 13.99 20.90 
affective needs 33.75 30.33 
personal integrative needs 8.21 15.35 
social integrative needs 17.36 21.81 
Tension release needs 25.57 29.38 
Do not watch late night comedy shows at all  23.82 40.00 
Intensity of reason for watching regular TV news was measured in percentage (totals do 
not have to add to 100%).  
 
Table 8. Categories of viewers based on uses and gratification derived from watching late 
night comedy shows 
  
Type of seekers Frequency Percent  
None watchers + entertainment and knowledge seekers 117 29.2 
Entertainment seekers 199 49.8 
Knowledge seekers 84 21.0 
Total 400 100.0 
 
 
Those who watch The Daily Show displayed uses and gratifications characteristics 
that are basically consistent with those who watch comedy shows although they differ 
slightly. As Table 9 demonstrates, subjects who watch The Daily Show reportedly do so 
principally to fulfill affective needs (m=21.16%, sd=28.851%). This reason was followed 
by the need to fulfill tension release needs (m=15.84%, sd=25.504%) and cognitive needs 
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(m=13.07%, sd=21.967%).      
The Daily Show watchers, therefore, can be considered more entertainment 
seekers (25.5%) although a large percentage of them (21.2%) are knowledge seekers as 
well (Table 10). This indicates that although young adults watch The Daily Show to fulfill 
affective needs, they also expect the show to provide them with political knowledge. This 
finding lends support to previous assertions that humor requires subtle cognitive 
processes, and that its viewers might experience the not-so-obvious shaping of political 
judgments in the process of being entertained (Young, 2004 and 2006). The mean 
strength of the reasons for watching the programs differs less between knowledge seekers 
and entertainment seekers compared to those who watch regular news and comedy 
shows.  
More than half (53.2%) of the subjects reported percentages that place them as 
both entertainment and information seekers.  
 
Table 9. Uses of and gratifications derived from watching The Daily Show 
 
To fulfill  Mean (%) Std. deviation (%) 
cognitive needs 13.07 21.97 
affective needs 21.16 28.85 
personal integrative needs 6.27 14.20 
social integrative needs 11.46 20.37 
Tension release needs 15.84 25.50 
Do not watch The Daily Show at all  42.56 48.82 
Intensity of reason for watching regular TV news was measured in percentage (totals do 
not have to add to 100%).  
 
Table 10. Categories of viewers based on uses and gratification derived watching The 
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Daily Show 
 
Type of seekers Frequency Percent 
None watchers + entertainment and knowledge seekers 213 53.2 
Entertainment seekers 102 25.5 
Knowledge seekers 85 21.2 
Total 400 100.0 
 
Knowledge  
The first hypothesis posits that entertainment seekers will be more knowledgeable 
about the topic after exposure to a segment of The Daily Show. 
To test this hypothesis, a quiz was given in the last section of the questionnaire to 
measure the subjects’ knowledge of the issue after exposure to either a segment of CNN 
news or The Daily Show both of which discussed then presidential candidate Barack 
Obama’s visit to the Middle East.  
Table 11 lists the average knowledge scores of the two groups to which the 
students were randomly assigned. Those who saw the CNN clip gave an average 
knowledge score of 10.43 (sd=2.47) resulting from the 15-item quiz. Those who watched 
The Daily Show produced an average knowledge score of 11.48 (sd=2.93). The scores 
were categorized into three levels: a score of ten and above shows high political 
knowledge; a score of five to nine indicates medium knowledge; a score of four or below 
suggests low knowledge. An eyeball examination of these scores shows that the two 
groups were very knowledgeable (or have high knowledge levels) about the topic after 
exposure to the experimental stimuli although those who watched the The Daily Show 
clip gave slightly higher scores. The results for the group that watched The Daily Show 
collaborate previous findings that young viewers do learn about politics from comedy 
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shows. However, because the topic selected was a very popular issue within an intense 
presidential election coverage, these high knowledge scores cannot be solely attributed to 
the experimental treatments.  
The average score of subjects who watched The Daily Show was 1.05 higher than 
the group who watched the CNN segment, a statistically significant difference based on 
the results of an independent samples t-test (t=3.89, df=387.02, p=0.000) shown in Table 
12. Given that the video length and topic, as well as the level of difficulty of the quiz 
items were controlled for, this pattern effectively corresponds to previous findings that 
political knowledge can be gained from exposure to comedy shows, and that this 
knowledge may even be greater than that which can be achieved through exposure to 
regular TV news programs (McQuail, 2005). The results negate the assertion that comedy 
shows adversely affect young adults’ perceptions of the political process (Sears, 1983) 
because young adults did learn from The Daily Show’s political content.  
 
Table 11. Mean knowledge scores of groups who watched segments of CNN and The 
Daily Show 
 
Segment N Mean Std. deviation 
CNN  200 10.43 2.473 
The Daily Show  200 11.48 2.931 
 
Table 12. Results of an independent sample t-test to determine the difference in 
knowledge scores between the two groups (equal variances not assumed)  
 
T df 
Sig. 
(2-tailed) 
Mean 
difference 
Std. error 
difference 
95% Confidence interval 
of the difference 
Lower Upper 
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T df 
Sig. 
(2-tailed) 
Mean 
difference 
Std. error 
difference 
95% Confidence interval 
of the difference 
Lower Upper 
-3.890 387.023 .000 -1.055 .271 -1.588 -.522 
 
To investigate H1, the knowledge scores of those who regularly watch The Daily 
Show, categorized as knowledge seekers and entertainment seekers, were compared 
(Table 13). The results shown in Table 14 indicate that the mean knowledge score of 
entertainment seekers was significantly higher than that of knowledge seekers after 
exposure to The Daily Show segment (t=2.03, df=83.96, p=0.045) 
Because The Daily Show in this study represents the late night comedy genre, the 
knowledge scores of subjects who reportedly watch late night comedy on a regular basis 
were also examined. This sub-group was also categorized as knowledge seekers and 
entertainment seekers as required to answer Research Question 1 (Table 15). The results 
detailed in Table 16 indicate that among regular late night comedy watchers, the 
entertainment seekers have significantly higher knowledge scores than knowledge 
seekers (t=2.25, df=75.45, p=0.028).  
In short, the results correspond to previous findings that audience members were 
able to learn political information while being amused by predominantly 
entertainment-oriented programs (Brewer and Cao, 2006; Baum, 2003b). That is, those 
who watch comedy shows initially to be entertained unintentionally learn about the news 
during the process. This suggests that a dependency relationship with a TV program type 
can develop with either incidental or deliberate exposure to media content (Palmgreeen et 
al., 1980; Ball-Rokeach and DeFleur, 1976). Although people generally consume media 
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content to fulfill a need based on the axioms of uses and gratifications theory, the findings 
of the current study indicates that further exposure to content can cause the satisfaction of 
other needs, and may therefore lead to greater dependency to a particular program or 
medium. Thus, The Daily Show watchers initially watched the show to satisfy 
entertainment needs, but as exposure continues, the content also satisfied information 
seeking needs.  
The results of this study should be tempered by the fact, however, that the subjects 
were college-age students who are considered generally keener about political affairs. 
This characteristic satisfies other researchers’ observations that comedy news programs 
require qualified political sophistication, cognitive ability and motivation for audiences to 
participate and actively engage in the humor (Hollander, 2005; Young, 2004; Wyer and 
Collins’s (1992). These young viewers may have greater ability to construct missing 
information that makes TV viewing a more cognitively active process than common 
critics about political comedy are willing to admit. Increased knowledge is also likely to 
result from the format of comedy news shows that have numerous punch lines that 
heighten attention to the story. The findings lend support to researchers in the field of 
psychology who have argued that information conveyed with humor is both persuasive 
and memorable (Berg and Lippman, 2001; Lyttle, 2001). The results of this hypothesis 
testing suggest that actual knowledge-enhancing effects can occur by consuming 
entertainment-oriented news. 
 
Table 13. Average knowledge scores of regular watchers of The Daily Show (categorized 
as knowledge seekers and entertainment seekers) after exposure to an experimental 
segment of The Daily Show  
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Type of seekers  N Mean Std. deviation Std. error mean 
Entertainment seekers 48 12.46 2.163 0.312 
Knowledge seekers 50 11.30 3.370 0.477 
  
Table 14. Results of an independent samples t-test to determine the difference in 
knowledge scores between regular watchers of The Daily Show categorized as 
entertainment seekers and knowledge seekers after exposure to an experimental segment 
of The Daily Show (equal variances not assumed) 
 
T df Sig. (2-tailed) 
Mean 
difference 
Std. error 
difference 
95% confidence interval 
of the difference 
Lower Upper 
2.033 83.961 .045 1.158 .570 .025 2.291 
 
 
Table 15. Average knowledge scores of regular watchers of late night comedy shows 
(categorized as knowledge seekers and entertainment seekers) after exposure to an 
experimental segment of The Daily Show 
 
Type of seekers  N Mean Std. deviation Std. error mean 
 Entertainment seekers 96 12.04 2.410 .246 
Knowledge seekers 49 10.86 3.266 .467 
 
 
Table 16. Results of an independent samples t-test to determine the difference in 
knowledge scores among regular watchers of late night comedy shows (categorized as 
entertainment seekers and knowledge seekers) after exposure to a segment of The Daily 
Show (equal variances not assumed)  
 
T df 
Sig. 
(2-tailed) 
Mean 
difference 
Std. error 
difference 
95% Confidence interval of 
the difference 
Lower Upper 
2.246 75.447 .028 1.185 .527 .134 2.235 
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Hypothesis 2 posits that knowledge seekers will be more knowledgeable about the 
topic after exposure to a regular newscast.  
To test this hypothesis, the knowledge scores of regular TV news 
watchers—divided into knowledge seekers or entertainment seekers (Table 17)—were 
compared after exposure to the CNN news segment. As shown in Table 18, although the 
mean score of knowledge seekers was higher than that of entertainment seekers, the 
difference between the two groups was not statistically significant (t=1.60, df=2.09, 
p=0.245). This result, however, may be indefensible considering the uneven distribution 
of the sample (174 knowledge seekers and only three entertainment seekers).  
Table 17. Knowledge scores of regular TV newscast watchers (categorized as knowledge 
seekers and entertainment seekers) after exposure to the CNN segment 
 
Type of seekers  N Mean Std. deviation Std. error mean 
Entertainment seekers 3 8.67 2.082 1.202 
Knowledge seekers 174 10.61 2.347 .178 
 
Table 18. Results of an independent samples t-test to determine the difference in 
knowledge scores among regular TV newscast watchers (categorized as entertainment 
seekers and knowledge seekers) after exposure to the CNN segment 
 
T df 
Sig. 
(2-tailed) 
Mean 
difference 
Std. error 
difference 
95% Confidence interval 
of the difference 
Lower Upper 
-1.604 2.089 .245 -1.948 1.215 -6.969 3.072 
 
Exposure to Political Media Content  
H3 posits that those who are more exposed to comedy shows will have lower 
knowledge scores than those who watch regular TV newscasts. To test this hypothesis, 
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those who reportedly had equal exposure to regular news and comedy shows were 
excluded from the analysis. This brought to 84 the number of subjects who said they 
watch more late night comedy, and to 218 those who watch more regular TV news 
programs (Table 19). The results of a t-test indicate that there is no significant difference 
between the two groups in terms of knowledge scores (t=0.11, df=147.95, p=0.912). Thus, 
H3 was not supported.  
This result echoes those of previous studies that found no significant difference in 
political knowledge gain among viewers of entertainment-based news and traditional 
news programs (Chaffee et al., 1994; Hollander, 1995; McLeod et al., 1996; Pfau, Cho, 
and Chong, 2001; Prior, 2003). In other words, viewing news programs does not 
necessarily correlate with political learning (McLeod and McDonald, 1985; Patterson and 
McClure, 1976). 
 
Table 19. Knowledge scores of those who were more exposed to late night comedy shows 
and those who were more exposed to regular news 
 
 Exposed 
more to N Mean Std. deviation Std. error mean 
Knowledge 
score 
comedy  84 10.94 2.918 .318 
regular news 218 10.98 2.858 .194 
 
Table 20. Results of an independent samples t-test to determine the difference in 
knowledge scores between those who are more exposed to late night comedy and those 
who watch more TV newscasts (equal variances not assumed) 
 
T df 
Sig. 
(2-tailed) 
Mean 
difference 
Std. error 
difference 
95% Confidence interval 
of the difference 
Lower Upper 
-.111 147.949 .912 -.041 .373 -.777 .695 
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 Exposure to Political Media Content  
H4 submits that those who pay more attention to comedy shows will have lower 
knowledge scores than those who pay more attention to regular TV newscasts. As Table 
21 shows, 117 subjects claimed they paid more attention to late night comedy shows 
while 157 paid more attention to regular TV news. As shown in Table 22, these two 
groups did not differ significantly in terms of their knowledge scores (t=0.24; df=240.14; 
p=0.811).  
This finding did not lend support to the contention that greater attention or 
increased mental effort is an important variable in the processing of mass communication 
messages (Chaffee and Schleuder, 1986; Schramm, 1954). In short, the results illustrate 
that more exposure and more attention to late night comedy shows do not necessarily 
lower knowledge gain.  
 
Table 21. Knowledge scores of those who paid more attention to comedy shows and 
those who paid more attention to regular TV news 
 
More attention to N Mean Std. deviation Std. error mean 
Comedy 117 10.95 2.903 .268 
regular news 157 10.87 2.708 .216 
 
Table 22. Results of an independent samples t-test to determine the difference in 
knowledge scores between those who pay more attention to late night shows and those 
who pay more attention to regular TV news  
 
T Df 
Sig. 
(2-tailed) 
Mean 
difference 
Std. error 
difference 
95% Confidence interval 
of the difference 
Lower Upper 
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T Df 
Sig. 
(2-tailed) 
Mean 
difference 
Std. error 
difference 
95% Confidence interval 
of the difference 
Lower Upper 
.239 240.141 .811 .082 .345 -.596 .761 
 
Level of Political Involvement  
H5 advances that those who are more involved in politics will have higher 
knowledge scores than those who are less involved.  
Level of political involvement was measured in two ways. The first is by 
averaging the subjects’ evaluation of the extent to which they think about and consider 
themselves involved in (1) international, (2) national, (3) local political issues on a scale 
of 1 to 5 where 1 means “I don’t think about them at all,” 2 means “I rarely think about 
them,” 3 means “I think about them sometimes,” 4 means “I think about them often,” and 
5 means “I think about them all the time.” 
The results in Table 23 indicate that students were moderately involved with 
political issues at all three levels; that is, they think about political issues at these three 
level “sometimes” (m=3.24, sd=0.87 for the three levels combined). The subjects were 
most involved with national political issues (m=3.74, sd=0.81) and least involved with 
local issues (m=2.80, sd=0.89).   
 
Table 23. Involvement with international, national, and local political issues (N=400) 
 Mean Std. deviation 
International political issues 3.19 .904 
National political issues 3.74 .815 
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How many political activities have they participated in over the last three years? 
As shown in Table 24, the subjects were involved in an average of three to four (m=3.68, 
sd=2.097) political activities in recent years.    
 
Table 24. Number of political activities conducted  
 
Number of activities Frequency Percent 
1 71 17.8 
2 67 16.8 
3 63 15.8 
4 72 18.0 
5 48 12.0 
6 33 8.2 
7 26 6.5 
8 11 2.8 
9 8 2.0 
10 1 .2 
Total 400 100.0 
 
To test H5, two correlation tests were conducted. The first tried to determine 
whether there is a linear relationship between average political involvement across the 
three levels of political issues (national, local and international) and knowledge scores. 
To do this, the answers to the three involvement items were averaged. The results shown 
in Table 25 indicate that there is a significant positive relationship between political 
Local political issues 2.80 .892 
Average  3.24 .870 
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involvement and knowledge scores (r=0.211, p=0.000). This means that those who are 
more involved with politics demonstrated more political knowledge. This result is 
consistent with those of previous studies that found that the extent to which audience 
members are politically involved determines how they can be stimulated to learn and 
recognize political information (Dalton 1996; Inglehart, 1990). This result further 
suggests that those who are highly involved with politics are more motivated to seek 
information from political news. 
 
Table 25. Correlation between political involvement and knowledge scores 
 
  Knowledge score 
Political involvement Pearson correlation .211 
Sig. (2-tailed) .000 
N 400 
 
 To further test H5, knowledge scores were correlated against the number of 
political activities to which the subjects participated in recent years. The results shown in 
Table 26 indicate a significant positive relationship between the number of political 
activities they participated in and knowledge scores (r=0.280, p=0.000). Those who have 
participated in more political activities were more politically knowledgeable. Considering 
media use is one major channel of seeking political information, this result corresponds to 
previous studies that showed a positive relationship between measures of civic 
engagement and political cognition (Berman and Stooky, 1980).  
 
Table 26. Correlation between number of political activities engaged in and knowledge 
scores 
 
  Knowledge score 
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Number of political 
activities 
Pearson correlation .280 
Sig. (2-tailed) .000 
N 400 
 
Attitude Toward Politics 
H6 posits a positive relationship between attitude toward politics and exposure to 
political news in different formats (traditional news programs and political comedy). 
The subjects were asked about their general attitude about politics on a scale of 1 
to 7 where 1 means “very negative” and 7 means “very positive.” The mean of the 
responses to this question was 4.08 (sd=1.51), right in the middle of the scale, suggesting 
neutral attitudes. This rating does not agree with those who worry about young adults 
developing high cynicism and distrust about the political system as a consequence of 
their exposure to “soft” or “very distorted” political news (Soule, 2001).  
H6 was divided into two sub-hypotheses to analyze separately the relationship 
between attitude and exposure to regular news (H6a) and the relationship between 
attitude and exposure to late night comedy shows (H6b). As indicated in Table 27, 
attitude toward politics was positively related to exposure to regular TV news programs. 
Although this relationship is weak, it was statistically significant (r=0.162, p=0.001). This 
means that young adults’ exposure to traditional news increases as attitude towards 
politics become more positive. The more positive students’ attitudes were toward politics, 
the more they watch regular network news perhaps because they were more motivated to 
do so.  
However, as Table 28 indicates, there is no significant correlation between attitude 
toward politics and exposure to late night comedy shows (r=-0.087, p=0.082). In this case, 
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the correlation is even negative, suggesting that as exposure to comedy shows increases, 
attitude toward politics becomes negative. This very weak correlation was not statistically 
significant.  
  
Table 27. Correlation between political attitude and exposure to TV news programs 
 
  Exposure to regular news 
Attitude toward 
politics 
Pearson correlation .162 
Sig. (2-tailed) .001 
N 397 
 
Table 28. Correlation between political attitude and exposure to late night comedy shows 
 
  Exposure to late night comedy 
Attitude toward 
politics 
Pearson correlation -.087 
Sig. (2-tailed) .082 
N 399 
 
H7 suggests a positive relationship between attitude toward politics and attention 
to political news. As in H6, this hypothesis was divided into two, one which tests the 
relationship between attitude and attention to regular TV news (H7a) and the other that 
tests the relationship between attitude toward politics and attention to late night comedy 
(H7b).  
The results for H7a (Table 29) demonstrate that attitude toward politics is 
positively correlated with attention paid to regular TV news, and that this relationship 
was significant (r=0.279, p=0.000). This means that the level of attention young adults 
pay to network news programs increases as attitude towards politics becomes more 
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positive. This may be because positive attitudes toward politics motivate people to seek 
and pay more to political information discerned from regular news programs.  
Attitude toward politics, however, was not significantly related to attention paid to 
late night comedy shows (r=0.021, p=0.676). The relationship between these two 
variables was positive but weak. It suggests that attitude towards politics is not a 
predictor of attention paid to late night comedy shows (Table 30).     
 
Table 29. Correlation between political attitude and attention to regular TV news 
 
  Attention to regular news 
Attitude toward 
politics 
Pearson correlation .279 
Sig. (2-tailed) .000 
N 400 
 
Table 30. Correlation between political attitude and attention to late night comedy shows 
 
  Attention to late night comedy  
Attitude toward 
politics 
Pearson correlation .021 
Sig. (2-tailed) .676 
N 400 
 
Of these variables posited as mediating the impact of TV news watching on 
knowledge, which have the strongest impact? To answer this exploratory question, a 
multiple regression test was conducted. The aim is to illuminate the factors that 
significantly contribute to knowledge.  
The line-up of predictor variables include (1) exposure to TV news, (2) attention 
to TV news, (3) involvement in local, national and international news, (4) number of 
political activities engaged in recently, (5) attitude toward politics, (6) whether the 
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student watched the Daily Show or CNN, (7) gender, and (8) college classification. The 
criterion variable was knowledge score.  
The results shown in Table 31 indicate that the sample multiple correlation 
coefficient is 0.414, and that approximately 17% of the variance in knowledge scores can 
be attributed to the eight predictor variables in this model. In this case, the adjusted R 
square indicates that about 17% of the variance in knowledge is explained by the eight 
independent variables combined. As demonstrated in Table 31, there is a significant linear 
relationship between the criterion variable and four predictor variables lined up in this 
model [F (8, 388)=10.059, p < 0.001].  
The four variables that can be considered strong predictors of knowledge scores 
are (1) attention to TV news (r2=0.172, p=0.006); (2) number of political activities 
engaged in (r2=0.172, p=0.000); (3) whether the student watched The Daily Show or the 
CNN clip (r2=0.172, p=0.000); and (4) gender (r2=0.172, p=0.005). Of these four 
significant antecedent variables, the number of political activities engaged in, a measure 
of political involvement, gave the largest Beta coefficient (0.222). Thus, a one standard 
deviation increase in number of political activities leads to a 0.222 standard deviation 
increase in knowledge when the other variables were held constant. The demographic 
variable gender gave the smallest Beta coefficient (-0.134). Despite this, this finding 
indicates that males (coded “1”) are more likely to score higher than their female 
counterparts (coded “2”). Being female, in this case, leads to a 0.134 standard deviation 
decrease in knowledge score when other variables in the model were held constant. 
Meanwhile, watching The Daily Show yields a 0.188 standard deviation increase in 
knowledge score suggesting, as the results of the testing of H2 showed, that watching this 
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comedy program predicts higher knowledge scores. A one standard deviation increase in 
attention to TV news would yield a 0.136 standard deviation increase in knowledge. That 
attention, not exposure, was a strong predictor indicates that these variables are distinct 
from each other although they are highly correlated.  
In summary, of the eight antecedent variables tested for their influence on 
knowledge scores, four factors—attention to TV news, number of political activities 
engaged in, whether the student watched The Daily Show or the CNN clip, and gender 
significantly predicted knowledge scores.  
 
Table 31. Results of a multiple regression test to determine the impact of a number of 
predictor variables on knowledge scores  
  
R R square Adjusted R square Std. error of the estimate 
.414a .172 .155 2.530 
 
ANOVAb 
Model Sum of squares df Mean square F Sig. 
 
Regression 514.943 8 64.368 10.059 .000a 
Residual 2482.805 388 6.399   
Total 2997.748 396    
 
 
 
Standardized 
coefficients  
T Sig. 
Beta 
Exposure to TV news  .012 .244 .807 
Attention to TV news .136 2.747 .006 
Involvement in local, national and 
international news 
.062 1.072 .285 
Number of political activities done .222 3.961 .000 
Attitude toward politics -.059 -1.182 .238 
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Watched the Daily Show or CNN  .188 4.045 .000 
Gender 
-.134 -2.815 .005 
College classification 
.055 1.191 .235 
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CHAPTER 5 
CONCLUSIONS  
 
This concluding chapter summarizes the results of the study, outlines the 
conclusions, discusses the implications of the findings to communication theory and 
practice, lays out the study’s limitations, and offers suggestions for future research.  
This study set out to answer the overarching question, “Do late night comedy 
shows have informative effects?” It identified major categories of how young adults use 
and what gratifications they seek and obtain from watching regular TV newscasts, 
comedy shows with political content in general, and The Daily Show in particular. From 
these major uses and gratifications categories, it determined whether young adults who 
say they regularly watch these two TV news program genres are more knowledge seekers 
or entertainment seekers. The study also investigated whether there is a difference in 
political knowledge gained when college students watch a traditional news segment (a 
CNN news clip) versus a late night comedy show segment (from The Daily Show). It 
further investigated several important mitigating factors’ impact on knowledge 
acquisition. These include exposure and attention to different types of news programs, 
political involvement, attitude toward politics, and the demographic variables gender and 
college classification.  
A majority of the subjects said they were more exposed to traditional televised 
news than to comedy shows on a weekly basis, a finding that indicates that network 
newscasts are not losing ground to and are not being replaced by late night comedy 
shows as a major source of political information among young adults as media pundits 
have recently observed. Students did pay fair attention to both regular news and late night 
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comedy shows although network news was seen to have a more informative function. 
That they pay attention to both kinds of televised news sources, however, suggests that 
comedy shows can indeed command the attention of young adults. The extent of 
exposure and attention to both types of shows suggest to network producers that comedy 
shows derive their punch lines from what is first discerned from regular newscasts. On 
the other hand, the late night comedy antics or their hosts’ takes on the most important 
issues of the day occasionally become the subject of regular nightly news coverage. This 
indicates a potential symbiotic relationship between these two program genres that future 
studies may further address.   
Based on Katz, Gurevitch and Haas’ (1973) needs satisfaction scheme, those who 
watch regular news programs were more knowledge seekers; those who watch late night 
comedy shows, including The Daily Show, were more entertainment seekers. These 
expected findings lend support to uses and gratifications theory, which argues that 
audience members are able to identify specific media content that will satisfy specific 
needs, and that their media choices are goal-directed and function-oriented.    
As the uses and gratifications theory proposes, audiences seek information or 
content selectively in terms of their needs and interests and that they play an active role in 
choosing and using the media to which they will be exposed (Katz et al., 1974). The 
goal-oriented choices the subjects made indicate that they actively choose the programs 
to watch in advance cognizant of some identified need. This finding provides evidence 
for the importance of specifying target audience segments for new TV programs based on 
psychographic characteristics (i.e., the need for entertainment, information or orientation) 
rather than demographic attributes.  
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The results of this study reveal that the fulfillment of cognitive needs 
(information-seeking) is one of the top three reasons why young people watch comedy 
shows, together with the need to be entertained and the need to derive affective 
satisfaction. This implies that young adults view The Daily Show partially to fulfill the 
need to acquire knowledge or to be well-informed. This finding should prove useful to 
late-night comedy program developers who may be in search of a better justification for 
their products. These programs, based on the findings, do not only convey entertainment 
elements; they are also a legitimate source of political knowledge for young adults. The 
informative value of this genre, therefore, can be enhanced by the creative synergy of 
hard facts and comedic interpretation. How to provide useful and in-depth political 
information while being entertaining will be a continuous challenge to these 
professionals.       
The findings also show that audience members, regardless of whether they are 
entertainment-seekers and knowledge-seekers, learned knowledge items about a topic 
whether exposed to a segment of The Daily Show or a network newscast clip. In this case, 
those who received The Daily Show treatment produced higher knowledge scores than 
those who watched the CNN segment, pointing to the educational component of even 
highly comedy-oriented shows. Entertainment seekers were found to have significantly 
higher scores than knowledge seekers after exposure to the late night comedy segment. 
These patterns echo previous findings that knowledge can be gained from comedy shows 
and that gain in knowledge may sometimes be greater than that which can be achieved 
through exposure to regular newscasts (McQuail, 2005).  
These results also lend support to the media dependency theory, which argues that 
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if original needs are fulfilled during exposure, further exposure can lead to the 
satisfaction of other needs. Thus, dependency relationships can begin with either 
incidental or deliberate exposure to media content (Palmgreeen et al., 1980; 
Ball-Rokeach and DeFleur, 1976). The results further imply that, in some situations, 
secondary needs may be more satisfied than the primary need or gratification sought. To 
TV broadcast professionals, this suggests that a TV show can be tapped to provide 
multiple functions and satisfactions.  
The findings suggest that although young audiences are drawn to late night comedy 
shows initially to be amused or because they are entertaining, the informative function of 
this type of program can be stimulated. That is, stylistic elements such as humor, jokes 
and the mode of their delivery can be further improved to enhance audiences’ ability to 
decode the message, grasp meanings, and incorporate knowledge in order to elaborate on 
political content.  
The results of this study do not lend support to the concern that comedy shows 
skew political content in such a way as to adversely affect young adults’ perception of 
and disposition toward the political process (Sears, 1983). On the contrary, the findings 
show that information conveyed with humor can be persuasive, memorable (Berg and 
Lippman, 2001; Lyttle, 2001), and can add to the wealth of information individuals 
possess about a political topic or issue. This suggests that political comedy show 
producers can assist in shaping and upgrading the quality of political discourse by further 
enhancing the critical angle of humorous presentations. Among the audiences’ general 
schema regarding political topics, watching traditional hard news programs, combined 
with exposure to political comedy, can considerably enhance political knowledge levels. 
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The late night comedy content and style may also offer other more serious ways of 
conveying broadcast news in more appealing ways.  
      This study found that more exposure and attention to late night comedy shows 
do not necessarily produce lower knowledge scores. Although this study did not 
investigate what constitutes a healthy combination of exposure and attention to hard news 
and news presented as comedy that will make for a sufficiently informed citizenry, this 
finding implies that the content of comedy shows are not as misleading as some media 
observers assume.   
 The subjects of this study said they were moderately involved with local, national 
and international politics at best. This was further validated by their report that they had 
participated in an average of three to four political activities in recent years. A significant 
positive relationship was found between political involvement and knowledge, which 
implies that viewers who are more involved with politics do possess a higher level of 
political sophistication; they are better able to process information and form a more 
in-depth understanding of political issues. They are also better able to digest what they 
learn from TV as evidenced by the higher knowledge scores they obtained after exposure 
to the experimental stimuli.   
The college student subjects hold a relatively positive attitude toward politics. A 
significant positive correlation was found between attitude toward politics and exposure 
to regular TV news programs. The more positive the attitude is, the more they watch 
regular network news. This implies that network news programs are still considered 
trustworthy and credible sources of political information that help bring about a healthy 
national discourse about politics. In contrast, the data showed no significant correlation 
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between attitude toward politics and exposure to late night comedy shows. These two 
variables were found to be unrelated, suggesting that more exposure to comedy shows 
may not have any influence on attitude toward politics.  
The situation is the same when it came to the relationship between attitude toward 
politics and attention paid to the two types of TV programs. The hypothesis that attitude 
toward politics will be positively correlated with attention to regular TV news was 
supported. However, no support was found for the assertion that attitude toward politics 
will be more favorable the more people pay attention to late night comedy shows. This 
suggests that more attention to comedy shows may not necessarily improve one’s attitude 
toward politics. The extent to which attitude toward politics is shaped by media exposure 
habits remains an important subject for future research.  
Limitations and Suggestions for Future Study 
Although this study used two similar length segments from CNN news and The 
Daily Show as experimental treatments, one entire CNN news program fully contains 
hard news information while one whole episode of The Daily Show conveys only about 
ten minutes of political comments. This difference may have a substantial effect on 
learning during actual viewing conditions. Furthermore, this study, which attempts to 
scrutinize how young adults obtain political knowledge through televised TV programs, 
picked an exemplar of late night comedy that may not be representative of all programs 
that fall within this genre. Indeed, these programs vary considerably in terms of content 
and format that it is difficult to suggest that The Daily Show can be considered typical. 
The choice of The Daily Show, therefore, may limit the generalizability of the findings.  
Knowledge, in this experimental design, was measured in terms of scores gained 
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from a 15-item quiz that asked for specific facts contained in the experimental stimuli. 
While this may be a common way of measuring this construct, knowing objective facts 
about a topic or issue does not necessarily provide any indication that the individual is 
able to use or apply these facts intelligently. This limited measure of knowledge, 
therefore, is unable to tap the schemas, cognitive structures, or information processing 
strategies young adults apply to form their understanding of political issues.  
Furthermore, this study examined only short-term knowledge gain based on 
immediate recall. Future studies should explore whether late night comedy shows have 
long-term learning effects on young adults and how these effects compare with the 
potentially more enduring educational impact of regular news programs.  
The findings suggest that although people learn political information in the 
process of being entertained, this study did not closely investigate what may have been 
the proper thresholds of exposure to different programs with political content that may be 
sufficient to cultivate informed citizens. By the same token, this study, which focused 
only on televised news to the exclusion of other mediated political information content 
(whether it be hard news or comedy), limits how the study results can be interpreted.  
The post-test only quasi-experimental design adopted in this study is unable to 
control for the effects of other potential extraneous variables and threats to validity such 
as history and maturation. For example, it did not take into consideration the subjects’ 
previous experience with politics and did not provide for a benchmark of individual-level 
political sophistication. The online method of delivering the questionnaire and the 
experimental stimuli also did not take into account the time it took for subjects to 
complete the quiz, the number of times they went back to see the experimental videos, 
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and whether they referred to other sources to obtain correct answers. Future experiments 
under more controlled conditions, especially one that applies a pre-test/post-test control 
group design, will be able offset these weaknesses.  
A challenge this study faced involves balancing the difficulty level of the two 
quizzes. Although both dealt with the same topic and were the same in length, 
questionnaire construction was made difficult by the presentation styles in the two 
treatments that were patently different. The two quizzes were judged to be the same in 
terms of degree of difficulty based only on the results of the questionnaire and 
experiment pre-tests. More studies based on topics that have received less media 
exposure, preferably through constructed issues, are needed to uncover the full influence 
of comedy shows on the learning of “breaking” news. 
Lastly, although this study was based on the results of a random sample that were 
further randomly assigned to experimental conditions, the sample was limited to 
undergraduate students in just one university. Because investigations like this focus on 
the media habits and political learning of young adults, the sample would be more 
representative if selected within the nationwide range of American colleges and 
universities. A more comprehensive sample will produce more valid insights into how 
young adults obtain political knowledge from late night comedy shows versus traditional 
news programs. 
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APPENDIX A 
QUESTIONNAIRE FOR THE TREATMENT OF CNN NEWS SEGMENT  
 
I. Informed consent document 
 
Thank you for participating in this survey of the uses, gratifications and political 
knowledge young adults obtain from watching network newscasts and late night comedy 
shows. This study examines how young adults learn from conventional television news 
programs versus televised comedy shows. We seek your voluntary participation in this 
study. You may skip questions or items to which you may feel uncomfortable responding. 
You must be 18 years or older to participate in this study. If you are not 18 or over, please 
exit the survey by closing your browser window. 
Description of procedures 
Please complete this survey questionnaire. This questionnaire includes items that seek 
general demographic information, your mass media use habits, and your level of political 
attention. It also asks you some simple knowledge questions based on the content of a 
short video clip. It is estimated that this questionnaire can be completed in 15 minutes.  
Benefits 
If you decide to participate in this study, there may be no direct benefit to you. The 
findings fo this study are expected to assist broadcast news producers in formulating 
effective methods of delivering political information to a young generation who must be 
educated about the importance of an informed electorate in a democratic society. 
Risks 
There are no foreseeable risks from participating in this study. 
Costs and compensation 
You will incur no cost from participating in this study. The names of those who have 
returned their questionnaire will be entered into a drawing for a cash prize of $50. If you 
are selected, you will be required to provide your mailing address and sign a Research 
Participant Receipt Form from Iowa State University. 
Participant rights 
Your participation in this study is completely voluntary, and you may refuse to participate 
or leave the survey at any time without penalty or negative consequences. 
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Confidentiality 
Your responses will be kept confidential and no comments will be attributed to any 
individual in any reports produced by the study. However, we do ask you to provide your 
name and e-mail address so we can monitor our response rate and inform you of the 
results of the lottery drawing. To ensure confidentiality to the extent permitted by law, the 
following measures will be taken: 
Once the data are collected, the materials will be stored on a secure Opinio server. Your 
e-mail address will be erased when data collection is finished. If the results are published, 
your identity will remain confidential.  
Contact information 
For further information, please contact Susu Qin, graduate student, Greenlee School of 
Journalism and Communication, Iowa State University; Tel: (515) 520-0319; e-mail: 
cathyqin@iastate.edu. Lulu Rodriguez, research supervisor, Greenlee School of 
Journalism and Communication, Iowa State University; Tel: (515) 294-0484; e-mail: 
lulurod@iastate.edu. If you have any questions about the rights of research subjects or 
research-related injury, please contact the Iowa State IRB Administrator, (515) 294-4566, 
IRB@iastate.edu, or Director, Office of Research Assurances, (515) 294-3115, 1138 
Pearson Hall, Ames, IA 50011. If you would like a copy of the informed consent, please 
print it now for your records. 
 
1. Please check one of the following: 
 Yes, I have read the informed consent and agree to participate.    
 No, I decline to participate 
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II. TV news viewing habits 
 
2. In the last seven days, how many hours did you watch regular TV news broadcasts, 
such as CNN, NBC and FOX newscasts? __________ hours 
3. In the last seven days, how many hours did you watch late night comedy shows, 
such as Saturday Night Live, The Colbert Report, and The Daily Show with Jon 
Stewart? __________ hours 
4. In the last seven days, how many times did you watch The Daily Show with Jon 
Stewart? __________ times 
5. When you are watching regular broadcast news, how closely do you watch or pay 
attention to them? 
     No attention at all     
 Some attention 
     Fair attention   
     Close attention   
     As closely as I can   
6. When you are watching late night comedy shows in general, how closely do you 
watch or pay attention to them? 
     No attention at all     
 Some attention 
     Fair attention   
     Close attention   
 As closely as I can 
7. When you are watching The Daily Show with Jon Stewart, how closely do you 
watch or pay attention to it? 
     No attention at all     
 Some attention 
     Fair attention   
     Close attention   
 As closely as I can  
III. Uses and gratifications from TV news 
 
8. Below is a list of reasons why people watch broadcast news. If you watch regular 
broadcast news programs, why do you do so? To what extent do you consider each 
item below the reason why you watch broadcast news? Please indicate this in terms 
of percentage. (Please note that all of these items do not have to add up to 100%.)   
Reason  Percent 
a) To fulfill cognitive needs, including acquiring information, 
knowledge and understanding. 
 
b) To fulfill affective needs, including emotion, pleasure, feelings.  
c) To fulfill personal integrative needs, including credibility, 
stability, status. 
 
d) To fulfill social integrative needs, including interacting with 
family and friends. 
 
e) To fulfill tension release needs, including escape and diversion.  
f) I do not watch broadcast news at all   
70 
 
 
9. If you watch late night comedy shows, why do you do so? To what extent do you 
consider each item below the reason why you watch late night comedy shows? Please 
indicate this in terms of percentage.  
Reason  Percent 
a) To fulfill cognitive needs, including acquiring information, 
knowledge and understanding. 
 
b) To fulfill affective needs, including emotion, pleasure, feelings.  
c) To fulfill personal integrative needs, including credibility, 
stability, status. 
 
d) To fulfill social integrative needs, including interacting with 
family and friends. 
 
e) To fulfill tension release needs, including escape and diversion.  
f) I do not watch late night comedy shows at all  
 
10. If you watch The Daily Show with Jon Stewart, why do you do so? To what extent 
do you consider each item below the reason why you watch The Daily Show? Please 
indicate this in terms of percentage. (Please note that all of these items do not have 
to add up to 100%.) 
Reason  Percent 
a) To fulfill cognitive needs, including acquiring information, 
knowledge and understanding. 
 
b) To fulfill affective needs, including emotion, pleasure, feelings.  
c) To fulfill personal integrative needs, including credibility, 
stability, status. 
 
d) To fulfill social integrative needs, including interacting with 
family and friends. 
 
e) To fulfill tension release needs, including escape and diversion.  
f) I do not watch The Daily Show with Jon Stewart at all  
  
IV. Attention and attitude toward politics 
 
11. To what extent do you think about international political issues?  
 I don’t think about them at all 
 I rarely think about them 
 I think about them sometimes  
 I think about them often 
 I think about them all the time 
12. To what extent do you think about national political issues?  
 I don’t think about them at all 
 I rarely think about them 
 I think about them sometimes  
 I think about them often 
 I think about them all the time 
13. To what extent do you think about local political issues?  
 I don’t think about them at all 
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 I rarely think about them 
 I think about them sometimes  
 I think about them often 
 I think about them all the time 
14. Which of the following activities, if any, have you done in recent years to be 
involved in politics? Please circle all that applies.  
 Responded to political polls 
 Attended public speeches or assemblies 
 Donated to political candidates and political campaigns 
 Volunteered services for political campaigns 
 Voted in elections at the local and national levels 
 Wrote about political issues for publication   
 Joined political organizations or associations  
 Joined discussion groups about politics and political events  
 Expressed opinions in political forums  
 Actively sought information about political topics or issues 
15. What is your attitude toward politics in general? 
                    
Very negative 1   2   3   4   5   6   7  Very positive 
 
V. Demographic information 
 
16. What is your gender?   
 Male 
 Female 
17. To what racial group do you belong? 
   Caucasian-American 
   African-American 
   Asian-American 
   Asian   
   Hispanic 
 American Indian or Native Alaskan 
   Native Hawaiian or other Pacific Islander 
   Other (please specify) __________________ 
18. What is your major field of study? 
___________________________________________ 
19. What is your college classification? 
 Freshman 
 Sophomore 
 Junior 
 Senior 
 Other (please specify) __________________ 
VI. Show video clip (regular newscast vs. Daily Show segment) 
One 5’13” video segment from CNN news was embedded into this on-line survey.  
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The link is: 
http://www.youtube.com/watch?v=qHXZiueN0zg 
 
Political knowledge quiz (post-test) 
 
20. In the video clip you just saw, which of the following countries did Barack 
Obama visit during his Middle East trip? 
 Iraq  
 Libya 
 Afghanistan 
 Saudi Arab  
 Sudan 
21. What city did he visit during this trip? 
 Riyadh  
 Kandahar 
 Baghdad  
 Kabul   
22. What is Obama’s position concerning the United States’ involvement in Iraq? 
  The US should improve Iraq’s health care system. 
  Increase US military presence in Iraq. 
  Withdraw US troops from Iraq. 
  Increase employment opportunities in Iraq. 
23. Barack Obama did a number of things in this Middle East trip. Which of the 
following was shown in this video clip?  
  He rode in a helicopter with the commander of the US troops. 
  He visited a local hospital. 
  He visited a big oil company. 
  He met with the Iraqi president. 
24. Who is the president of Iraq whom he visited during this trip? 
  Abdul Arif    
  Saddam Hussein 
  Jalal Talabani  
25. Name an issue Obama talked about with the Iraqi leader. 
  How to increase employment opportunities in Iraq  
  US troop withdrawal from Iraq 
  How to upgrade the Iraqi health care system 
  His bid to become the next US president 
26. Who is the Iraqi prime minister whom Obama visited during the trip? 
 Nouri al- Maliki  
 Ali Nash 
 Aban Farrah 
27. What did Obama pledge to the US troops in Iraq? 
 To increase the US military force in that country 
 To withdraw the troops in the next 16 months 
 To withdraw the troops in five years 
 To provide the troops with more benefits 
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28. What is Obama’s official reason for visiting Iraq? 
 To be appraised of the Iraqi situation as a member of a congressional 
delegation 
 To negotiate the withdrawal of US troops 
 To find ways of improving the delivery of medical service to the Iraqis 
 To find ways of improving Iraq’s education system 
29. What did Barack Obama hope to accomplish in this trip to the Middle East? 
    He wanted to discuss Iraq’s education system with the Iraqi leader. 
   He wanted to visit a foreign leader who is also his friend.  
   He wanted to give his Presidential campaign a boost.  
 He wanted to discuss how the US can get more oil from the Middle East.  
30. Obama also visited this city in southern Iraq, which has been the center of a 
number of US and Iraqi military activities.  
 Tehran  
 Amman 
 Basra 
 Damascus 
31. Obama praised the Iraqi government for its achievement in which of the 
following areas? 
 Security 
 Education  
 Employment 
 Medical insurance 
32. Obama thought that the Iraqi government needs to move forward with what 
legislation? 
 Presidential election 
 The sharing of its oil 
 Withdrawal of US troops 
 Improving its education system 
33. What year did Obama proposed that US combat troops leave Iraq? 
 2009 
 2010 
             2008 
 2011 
34. What do the Iraqi people think about Obama’s visit? 
 They found him a likable person, but they are unsure about his campaign 
pledge.  
 They are indifferent to his visit. 
 He was not welcomed. 
 They applauded his visit. 
 
------------end of questionnaire------------ 
 
Thank you again for your assistance in this research.  Your contribution helps us 
understand this phenomenon is greatly appreciated.  Again, any information obtained 
from this study will only for academic purpose and remains strictly confidential.  If you 
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are interested in the results, please feel free to contact me by e-mail. 
 
Sincerely 
 
Susu Qin 
cathyqin@iastate.edu 
Graduate Student 
Greenlee School of Journalism and Mass Communication 
Iowa State University 
Ames, IA 50010, U.S.A. 
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APPENDIX B 
QUESTIONNAIRE FOR THE TREATMENT OF THE DAILY SHOW SEGMENT  
I. Informed consent document 
 
Thank you for participating in this survey of the uses, gratifications and political 
knowledge young adults obtain from watching network newscasts and late night comedy 
shows. This study examines how young adults learn from conventional television news 
programs versus televised comedy shows. We seek your voluntary participation in this 
study. You may skip questions or items to which you may feel uncomfortable responding. 
You must be 18 years or older to participate in this study. If you are not 18 or over, please 
exit the survey by closing your browser window. 
Description of procedures 
Please complete this survey questionnaire. This questionnaire includes items that seek 
general demographic information, your mass media use habits, and your level of political 
attention. It also asks you some simple knowledge questions based on the content of a 
short video clip. It is estimated that this questionnaire can be completed in 15 minutes.  
Benefits 
If you decide to participate in this study, there may be no direct benefit to you. The 
findings fo this study are expected to assist broadcast news producers in formulating 
effective methods of delivering political information to a young generation who must be 
educated about the importance of an informed electorate in a democratic society. 
Risks 
There are no foreseeable risks from participating in this study. 
Costs and compensation 
You will incur no cost from participating in this study. The names of those who have 
returned their questionnaire will be entered into a drawing for a cash prize of $50. If you 
are selected, you will be required to provide your mailing address and sign a Research 
Participant Receipt Form from Iowa State University. 
Participant rights 
Your participation in this study is completely voluntary, and you may refuse to participate 
or leave the survey at any time without penalty or negative consequences. 
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Confidentiality 
Your responses will be kept confidential and no comments will be attributed to any 
individual in any reports produced by the study. However, we do ask you to provide your 
name and e-mail address so we can monitor our response rate and inform you of the 
results of the lottery drawing. To ensure confidentiality to the extent permitted by law, the 
following measures will be taken: 
Once the data are collected, the materials will be stored on a secure Opinio server. Your 
e-mail address will be erased when data collection is finished. If the results are published, 
your identity will remain confidential.  
Contact information 
For further information, please contact Susu Qin, graduate student, Greenlee School of 
Journalism and Communication, Iowa State University; Tel: (515) 520-0319; e-mail: 
cathyqin@iastate.edu. Lulu Rodriguez, research supervisor, Greenlee School of 
Journalism and Communication, Iowa State University; Tel: (515) 294-0484; e-mail: 
lulurod@iastate.edu. If you have any questions about the rights of research subjects or 
research-related injury, please contact the Iowa State IRB Administrator, (515) 294-4566, 
IRB@iastate.edu, or Director, Office of Research Assurances, (515) 294-3115, 1138 
Pearson Hall, Ames, IA 50011. If you would like a copy of the informed consent, please 
print it now for your records. 
 
1. Please check one of the following: 
 Yes, I have read the informed consent and agree to participate.    
 No, I decline to participate 
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II. TV news viewing habits 
 
2. In the last seven days, how many hours did you watch regular TV news broadcasts, 
such as CNN, NBC and FOX newscasts? __________ hours 
3. In the last seven days, how many hours did you watch late night comedy shows, 
such as Saturday Night Live, The Colbert Report, and The Daily Show with Jon 
Stewart? __________ hours 
4. In the last seven days, how many times did you watch The Daily Show with Jon 
Stewart? __________ times 
5. When you are watching regular broadcast news, how closely do you watch or pay 
attention to them? 
     No attention at all     
 Some attention 
     Fair attention   
     Close attention   
     As closely as I can   
6. When you are watching late night comedy shows in general, how closely do you 
watch or pay attention to them? 
     No attention at all     
 Some attention 
     Fair attention   
     Close attention   
 As closely as I can 
7. When you are watching The Daily Show with Jon Stewart, how closely do you 
watch or pay attention to it? 
     No attention at all     
 Some attention 
     Fair attention   
     Close attention   
 As closely as I can  
III. Uses and gratifications from TV news 
 
8. Below is a list of reasons why people watch broadcast news. If you watch regular 
broadcast news programs, why do you do so? To what extent do you consider each 
item below the reason why you watch broadcast news? Please indicate this in terms 
of percentage. (Please note that all of these items do not have to add up to 100%.)   
Reason  Percent 
a) To fulfill cognitive needs, including acquiring information, 
knowledge and understanding. 
 
b) To fulfill affective needs, including emotion, pleasure, feelings.  
c) To fulfill personal integrative needs, including credibility, 
stability, status. 
 
d) To fulfill social integrative needs, including interacting with 
family and friends. 
 
e) To fulfill tension release needs, including escape and diversion.  
f) I do not watch broadcast news at all   
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9. If you watch late night comedy shows, why do you do so? To what extent do you 
consider each item below the reason why you watch late night comedy shows? Please 
indicate this in terms of percentage.  
Reason  Percent 
a) To fulfill cognitive needs, including acquiring information, 
knowledge and understanding. 
 
b) To fulfill affective needs, including emotion, pleasure, feelings.  
c) To fulfill personal integrative needs, including credibility, 
stability, status. 
 
d) To fulfill social integrative needs, including interacting with 
family and friends. 
 
e) To fulfill tension release needs, including escape and diversion.  
f) I do not watch late night comedy shows at all  
 
10. If you watch The Daily Show with Jon Stewart, why do you do so? To what extent 
do you consider each item below the reason why you watch The Daily Show? Please 
indicate this in terms of percentage. (Please note that all of these items do not have 
to add up to 100%.) 
Reason  Percent 
a) To fulfill cognitive needs, including acquiring information, 
knowledge and understanding. 
 
b) To fulfill affective needs, including emotion, pleasure, feelings.  
c) To fulfill personal integrative needs, including credibility, 
stability, status. 
 
d) To fulfill social integrative needs, including interacting with 
family and friends. 
 
e) To fulfill tension release needs, including escape and diversion.  
f) I do not watch The Daily Show with Jon Stewart at all  
  
IV. Attention and attitude toward politics 
 
11. To what extent do you think about international political issues?  
 I don’t think about them at all 
 I rarely think about them 
 I think about them sometimes  
 I think about them often 
 I think about them all the time 
12. To what extent do you think about national political issues?  
 I don’t think about them at all 
 I rarely think about them 
 I think about them sometimes  
 I think about them often 
 I think about them all the time 
13. To what extent do you think about local political issues?  
 I don’t think about them at all 
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 I rarely think about them 
 I think about them sometimes  
 I think about them often 
 I think about them all the time 
14. Which of the following activities, if any, have you done in recent years to be 
involved in politics? Please circle all that applies.  
 Responded to political polls 
 Attended public speeches or assemblies 
 Donated to political candidates and political campaigns 
 Volunteered services for political campaigns 
 Voted in elections at the local and national levels 
 Wrote about political issues for publication   
 Joined political organizations or associations  
 Joined discussion groups about politics and political events  
 Expressed opinions in political forums  
 Actively sought information about political topics or issues 
15. What is your attitude toward politics in general? 
                    
Very negative 1   2   3   4   5   6   7  Very positive 
 
V. Demographic information 
 
16. What is your gender?   
 Male 
 Female 
17. To what racial group do you belong? 
   Caucasian-American 
   African-American 
   Asian-American 
   Asian   
   Hispanic 
 American Indian or Native Alaskan 
   Native Hawaiian or other Pacific Islander 
   Other (please specify) __________________ 
18. What is your major field of study? 
___________________________________________ 
19. What is your college classification? 
 Freshman 
 Sophomore 
 Junior 
 Senior 
 Other (please specify) __________________ 
VI. Show video clip (regular newscast vs. Daily Show segment) 
One 5’13” video segment from CNN news was embedded into this on-line survey.  
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The link is: 
http://www.thedailyshow.com/video/index.jhtml?videoId=177059&title=obama-quest-three-pointer 
 
Political knowledge quiz (post-test) 
 
20. In the video clip you just saw, which of the following countries did Barack 
Obama visit during his Middle East trip? 
 Iraq  
 Libya 
 Afghanistan 
 Saudi Arab  
 Sudan 
21. What city did he visit during this trip? 
 Riyadh  
 Kandahar 
 Baghdad  
 Kabul   
22. What is Obama’s position concerning the United States’ involvement in Iraq? 
  The US should improve Iraq’s health care system. 
  Increase US military presence in Iraq. 
  Withdraw US troops from Iraq. 
  Increase employment opportunities in Iraq. 
23. Barack Obama did a number of things in this Middle East trip. Which of the 
following was shown in this video clip?  
  He visited US troops. 
 He visited a local hospital. 
  He visited a big oil company. 
  He visited a local high school. 
24. Who is the president of Iraq whom he visited during this trip? 
  Abdul Arif    
  Saddam Hussein 
  Jalal Talabani  
25. From what university did Obama receive his law degree? 
  Yale University  
  Harvard University 
  Purdue University 
  Northwest Univerity 
26. Name an issue Obama talked about with the Iraqi leader. 
  How to increase employment opportunities in Iraq  
  US troop withdrawal from Iraq 
  How to upgrade the Iraqi health care system 
  His bid to become the next US president 
27. Who is the Iraqi prime minister whom Obama visited during the trip? 
 Nouri al- Maliki  
 Ali Nash 
 Aban Farrah 
28. What did Obama pledge to the US troops in Iraq? 
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 To increase the US military force in that country 
 To withdraw the troops in the next 16 months 
 To withdraw the troops in five years 
 To provide the troops with more benefits 
29. What is Obama’s official reason for visiting Iraq? 
 To be appraised of the Iraqi situation as a member of a congressional 
delegation 
 To negotiate the withdrawal of US troops 
 To find ways of improving the delivery of medical service to the Iraqis 
 To find ways of improving Iraq’s education system 
30. What did Barack Obama hope to accomplish in this trip to the Middle East? 
    He wanted to discuss Iraq’s education system with the Iraqi leader. 
   He wanted to visit a foreign leader who is also his friend.  
   He wanted to give his Presidential campaign a boost.  
 He wanted to discuss how the US can get more oil from the Middle East.  
31. What did Obama’s trip to the Middle East try to dispel?   
 That he supports increasing gas prices  
 That he supports increasing American military presence in Iraq 
 That he lacks foreign policy experience 
 That he lacks experience in strengthening national economies 
32. Barack Obama is the presidential candidate of what political party? 
 Democratic 
 Republican 
 Green Party  
 Independent Party 
33. This presidential candidate had some difficulty figuring out what countries 
border Iraq. 
 Hillary Clinton  
 John McCain 
             Tom Harkin 
 John Edwards 
34. Obama was interviewed by a magazine published and circulated in this 
country.  
 Germany 
 Australia  
 United Kingdom  
 China 
 
------------end of questionnaire------------ 
 
Thank you again for your assistance in this research.  Your contribution helps us 
understand this phenomenon is greatly appreciated.  Again, any information obtained 
from this study will only for academic purpose and remains strictly confidential.  If you 
are interested in the results, please feel free to contact me by e-mail. 
 
Sincerely 
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Susu Qin 
cathyqin@iastate.edu 
Graduate Student 
Greenlee School of Journalism and Mass Communication 
Iowa State University 
Ames, IA 50010, U.S.A. 
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APPENDIX C 
QUESTIONAIRE CODEBOOK: CNN VERSION 
 
 
 
Question 
no. 
Variable 
name 
Variable label Values Missing 
value 
PART I      
1 News Number of hours spent 
watching regular TV news 
Open-ended; enter two 
decimal places 
99 
2 comedy  Number of hours spent 
watching late night 
comedy shows  
Open-ended; enter two 
decimal places 
99 
3 Daily Number of times spent 
watching The Daily Show  
Open-ended; enter two 
decimal places 
99 
4 Attnews Attention paid to regular 
news 
1= No attention at all 
2= Some attention 
3= Fair attention 
4= Close attention 
5= As closely as I can 
9 
5 Attcomed  Attention paid to comedy 
shows 
1= No attention at all 
2= Some attention 
3= Fair attention 
4= Close attention 
5= As closely as I can 
9 
6  Attdaily Attention paid to The 
Daily Show 
1= No attention at all 
2= Some attention 
3= Fair attention 
4= Close attention 
5= As closely as I can 
9 
PART II        
1 Ugnews1 To fulfill cognitive needs  1= checked 
0= not checked 
 
 Ugnews2 To fulfill affective needs 1= checked 
0= not checked 
 
 Ugnews3 To fulfill personal 
integrative needs 
1= checked 
0= not checked 
 
 Ugnews4 To fulfill social  
integrative needs 
1= checked 
0= not checked 
 
 Ugnews5 To fulfill tension release 
needs 
1= checked 
0= not checked 
 
 Ugnews6 Don’t watch at all 1= checked 
0= not checked 
 
1a Ugnews1% % watch news to fulfill 
cognitive needs  
  
 Ugnews2% % watch news to fulfill 
affective needs 
  
 Ugnews3% % watch news to fulfill 
personal integrative needs 
  
 Ugnews4% To fulfill social  
integrative needs 
 
 Ugnews5% % watch news to fulfill   
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tension release needs 
 Ugnews6% % don’t watch at all   
2 Ugcom1 To fulfill cognitive needs  1= checked 
0= not checked 
 
 Ugcom2 To fulfill affective needs 1= checked 
0= not checked 
 
 Ugcom3 To fulfill personal 
integrative needs 
1= checked 
0= not checked 
 
 Ugcom4 To fulfill social  
integrative needs 
1= checked 
0= not checked 
 
 Ugcom5 To fulfill tension release 
needs 
1= checked 
0= not checked 
 
 Ugcom6 Don’t watch at all 1= checked 
0= not checked 
 
2a Ugcom1% % watch comedy to fulfill 
cognitive needs  
  
 Ugcom2% % watch comedy to fulfill 
affective needs 
  
 Ugcom3% % watch comedy to fulfill 
personal integrative needs 
  
 Ugcom4% % watch comedy fulfill 
social integrative needs 
  
 Ugcom5% % watch comedy to fulfill 
tension release needs 
  
 Ugcom6% % don’t watch at all   
3 Ugdail1 To fulfill cognitive needs  1= checked 
0= not checked 
 
 Ugdail2 To fulfill affective needs 1= checked 
0= not checked 
 
 Ugdail3 To fulfill personal 
integrative needs 
1= checked 
0= not checked 
 
 Ugdail4 To fulfill social  
integrative needs 
1= checked 
0= not checked 
 
 Ugdail5 To fulfill tension release 
needs 
1= checked 
0= not checked 
 
 Ugdail6 Don’t watch at all 1= checked 
0= not checked 
 
3a Ugdail1% % watch Daily Show to 
fulfill cognitive needs  
  
 Ugdail2% % watch Daily Show to 
fulfill affective needs 
  
 Ugdail3% % watch Daily Show to 
fulfill personal integrative 
needs 
  
 Ugdail4% % watch Daily Show to 
fulfill social integrative 
needs 
  
 Ugdail5% % watch Daily Show to 
fulfill tension release 
needs 
  
 Ugdail6% % don’t watch at all   
PART III     
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1 Intl To what extent 
respondent thinks about 
international political 
issues 
1= not at all 
2= rarely  
3= sometimes  
4= often 
5= all the time 
9 
2 natl To what extent 
respondent thinks about 
national political issues 
1= not at all 
2= rarely  
3= sometimes  
4= often 
5= all the time 
9 
3 Local To what extent 
respondent thinks about 
local political issues 
1= not at all 
2= rarely  
3= sometimes  
4= often 
5= all the time 
9 
4a Polls Responded to political 
polls  
1= checked 
0= not checked  
9 
 Speech Attended public speeches 
or assemblies 
1= checked 
0= not checked  
9 
 Donate Donated to political 
candidates and political 
campaigns 
1= checked 
0= not checked  
9 
 Volunteer Volunteered services for 
political campaigns 
1= checked 
0= not checked  
9 
 Voted Voted in elections at the 
local and national levels 
1= checked 
0= not checked  
9 
 Wrote Wrote about political 
issues for publication 
1= checked 
0= not checked  
9 
 Orgs Joined political 
organizations or 
associations  
1= checked 
0= not checked  
9 
 Discuss Joined discussion groups 
about politics and 
political events 
1= checked 
0= not checked  
9 
 Opinion Expressed opinions in 
political forums 
1= checked 
0= not checked  
9 
 Seekinfo Actively sought 
information about 
political topics or issues 
1= checked 
0= not checked  
9 
5 Attitude Attitude toward politics in 
general 
1= very positive 
2  
3  
4= neutral 
5  
6  
7= very negative 
9 
Part IV         
1 Gender Gender 1= male 
2= female 
9 
2 Race racial group 1=Caucasian-American 
2=African-American 
3=Asian-American 
9 
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4= Asian   
5= Hispanic 
6= American Indian or 
Native Alaskan 
7=Native Hawaiian or other 
Pacific Islander 
8= Other  
3 Major Major Enter as string variable 9 
4 class college classification 1=Freshman 
2= Sophomore  
3= Junior 
4= Senior 
5= Other  
9 
Part V     
1 Q1 In the video clip you just 
saw, which of the 
following countries did 
Barack Obama visit 
during his Middle East 
trip? 
1=Iraq 
0=Libya 
0=Afghanistan 
0=Saudi Arab 
0=Sudan 
 
2 
 
Q2 What city did he visit 
during this trip? 
0=Riyadh  
0=Kandahar 
1=Baghdad   
0=Kabul 
 
3 Q3 What is Obama’s position 
concerning the United 
States’ involvement in 
Iraq? 
0= US should improve 
Iraq’s health care system 
0= Increase US military 
presence in Iraq 
1= Withdraw US troops 
from Iraq 
0= Increase employment 
opportunities in Iraq 
 
4 Q4 Barack Obama did a 
number of things in this 
Middle East trip. Which 
of the following was 
shown in this video clip? 
1= He visited US troops. 
0=He visited a local 
hospital. 
0=He visited a big oil 
company. 
0= He visited a local 
high school. 
                         
0 
5 Q5 Who is the president of 
Iraq whom he visited 
during this trip? 
0=Abdul Arif   
0=Saddam Hussein 
1=Jalal Talabani 
 
6 Q6 Name an issue Obama 
talked about with the Iraqi 
leader. 
0=How to increase 
employment opportunities 
in Iraq  
1=US troop withdrawal 
from Iraq 
0=How to upgrade the Iraqi 
health care system 
0= His bid to become the 
next US president 
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7 Q7 Who is the Iraqi prime 
minister whom Obama 
visited during the trip? 
1=Nouri al- Maliki  
0=Ali Nash 
0=Aban Farrah 
 
8 Q8 What did Obama pledge 
to the US troops in Iraq? 
0=To increase the US 
military force in that 
country 
1=To withdraw the troops in 
the next 16 months 
0=To withdraw the troops in 
five years 
0=To provide the troops 
with more benefits 
 
9 Q9 What is Obama’s official 
reason for visiting Iraq? 
1=To be appraised of the 
Iraqi situation as a member 
of a congressional 
delegation 
0=To negotiate the 
withdrawal of US troops 
0=To find ways of 
improving the delivery of 
medical service to the Iraqis 
0=To find ways of 
improving Iraq’s education 
system 
 
10 Q10 What did Barack Obama 
hope to accomplish in this 
trip to the Middle East? 
0=He wanted to discuss 
Iraq’s education system 
with the Iraqi leader. 
0=He wanted to visit a 
foreign leader who is also 
his friend.  
1=He wanted to give his 
Presidential campaign a 
boost.  
0=He wanted to discuss 
how the US can get more oil 
from the Middle East.  
 
11 Q11 Obama also visited this 
city in southern Iraq, 
which has been the center 
of a number of US and 
Iraqi military activities. 
0=Tehran  
0=Amman 
1=Basra 
0=Damascus 
 
12 Q12 Obama praised the Iraqi 
government for its 
achievement in which of 
the following areas? 
1=Security 
0=Education  
0=Employment 
0=Medical insurance 
 
13 Q13 Obama thought that the 
Iraqi government needs to 
move forward with what 
legislation? 
0=Presidential election 
1=The sharing of its oil 
0=Withdrawal of US troops 
0=Improving its education 
system 
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14 Q14 What year did Obama 
proposed that US combat 
troops leave Iraq? 
0=2009 
1=2010 
0=2008 
0=2011 
 
15 Q15 What do the Iraqi people 
think about Obama’s 
visit? 
1=They found him a likable 
person, but they are unsure 
about his campaign pledge. 
0=They are indifferent to 
his visit. 
0=He was not welcomed. 
0=They applauded his visit. 
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APPENDIX D 
QUESTIONAIRE CODEBOOK: The Daily Show VERSION 
Question 
no. 
Variable 
name 
Variable label Values Missing 
value 
PART I      
1 News Number of hours spent 
watching regular TV news  
Open-ended; enter two 
decimal places 
99 
2 comedy  Number of hours spent 
watching late night comedy 
shows  
Open-ended; enter two 
decimal places 
99 
3 Daily Number of times spent 
watching The Daily Show  
Open-ended; enter two 
decimal places 
99 
4 Attnews Attention paid to regular 
news 
1= No attention at all 
2= Some attention 
3= Fair attention 
4= Close attention 
5= As closely as I can 
9 
5 Attcomed  Attention paid to comedy 
shows 
1= No attention at all 
2= Some attention 
3= Fair attention 
4= Close attention 
5= As closely as I can 
9 
6  Attdaily Attention paid to The Daily 
Show 
1= No attention at all 
2= Some attention 
3= Fair attention 
4= Close attention 
5= As closely as I can 
9 
PART II        
1 Ugnews1 To fulfill cognitive needs  1= checked 
0= not checked 
 
 Ugnews2 To fulfill affective needs 1= checked 
0= not checked 
 
 Ugnews3 To fulfill personal 
integrative needs 
1= checked 
0= not checked 
 
 Ugnews4 To fulfill social  integrative 
needs 
1= checked 
0= not checked 
 
 Ugnews5 To fulfill tension release 
needs 
1= checked 
0= not checked 
 
 Ugnews6 Don’t watch at all 1= checked 
0= not checked 
 
1a Ugnews1
% 
% watch news to fulfill 
cognitive needs  
  
 Ugnews2
% 
% watch news to fulfill 
affective needs 
  
 Ugnews3
% 
% watch news to fulfill 
personal integrative needs 
  
 Ugnews4
% 
To fulfill social  integrative 
needs 
  
 Ugnews5
% 
% watch news to fulfill 
tension release needs 
  
 Ugnews6
% 
% don’t watch at all   
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2 Ugcom1 To fulfill cognitive needs  1= checked 
0= not checked 
 
 Ugcom2 To fulfill affective needs 1= checked 
0= not checked 
 
 Ugcom3 To fulfill personal 
integrative needs 
1= checked 
0= not checked 
 
 Ugcom4 To fulfill social  integrative 
needs 
1= checked 
0= not checked 
 
 Ugcom5 To fulfill tension release 
needs 
1= checked 
0= not checked 
 
 Ugcom6 Don’t watch at all 1= checked 
0= not checked 
 
2a Ugcom1% % watch comedy to fulfill 
cognitive needs  
  
 Ugcom2% % watch comedy to fulfill 
affective needs 
  
 Ugcom3% % watch comedy to fulfill 
personal integrative needs 
  
 Ugcom4% % watch comedy fulfill 
social integrative needs 
  
 Ugcom5% % watch comedy to fulfill 
tension release needs 
  
 Ugcom6% % don’t watch at all   
3 Ugdail1 To fulfill cognitive needs  1= checked 
0= not checked 
 
 Ugdail2 To fulfill affective needs 1= checked 
0= not checked 
 
 Ugdail3 To fulfill personal 
integrative needs 
1= checked 
0= not checked 
 
 Ugdail4 To fulfill social  integrative 
needs 
1= checked 
0= not checked 
 
 Ugdail5 To fulfill tension release 
needs 
1= checked 
0= not checked 
 
 Ugdail6 Don’t watch at all 1= checked 
0= not checked 
 
3a Ugdail1% % watch Daily Show to 
fulfill cognitive needs  
  
 Ugdail2% % watch Daily Show to 
fulfill affective needs 
  
 Ugdail3% % watch Daily Show to 
fulfill personal integrative 
needs 
  
 Ugdail4% % watch Daily Show to 
fulfill social integrative 
needs 
  
 Ugdail5% % watch Daily Show to 
fulfill tension release needs 
  
 Ugdail6% % don’t watch at all   
PART III     
1 intl To what extent respondent 
thinks about international 
political issues 
1= not at all 
2= rarely  
3= sometimes  
9 
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4= often 
5= all the time 
2 Natl To what extent respondent 
thinks about national 
political issues 
1= not at all 
2= rarely  
3= sometimes  
4= often 
5= all the time 
9 
3 Local To what extent respondent 
thinks about local political 
issues 
1= not at all 
2= rarely  
3= sometimes  
4= often 
5= all the time 
9 
4a Polls Responded to political polls  1= checked 
0= not checked  
9 
 Speech Attended public speeches or 
assemblies 
1= checked 
0= not checked  
9 
 Donate Donated to political 
candidates and political 
campaigns 
1= checked 
0= not checked  
9 
 Volunteer Volunteered services for 
political campaigns 
1= checked 
0= not checked  
9 
 Voted Voted in elections at the 
local and national levels 
1= checked 
0= not checked  
9 
 Wrote Wrote about political issues 
for publication 
1= checked 
0= not checked  
9 
 Orgs Joined political 
organizations or 
associations  
1= checked 
0= not checked  
9 
 Discuss Joined discussion groups 
about politics and political 
events 
1= checked 
0= not checked  
9 
 Opinion Expressed opinions in 
political forums 
1= checked 
0= not checked  
9 
 Seekinfo Actively sought info 
aboutininformation about 
political topics or issues 
1= checked 
0= not checked  
9 
5 Attitude Attitude toward politics in 
general 
1= very positive 
2  
3  
4= neutral 
5  
6  
7= very negative 
9 
Part IV         
1 Gender Gender 1= male 
2= female 
9 
2 race racial group 1=Caucasian-American 
2=African-American 
3=Asian-American 
4= Asian   
5= Hispanic 
6= American Indian or 
9 
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Native Alaskan 
7=Native Hawaiian or 
other Pacific Islander 
8= Other  
3 Major Major Enter as string variable 9 
4 Class college classification 1=Freshman 
2= Sophomore  
3= Junior 
4= Senior 
5= Other  
9 
Part V     
1 Q1 In the video clip you just 
saw, which of the following 
countries did Barack Obama 
visit during his Middle East 
trip? 
 
1=Iraq 
0=Libya 
0=Afghanistan 
0=Saudi Arab 
0=Sudan 
 
2 
 
Q2 What city did he visit 
during this trip? 
0=Riyadh  
0=Kandahar 
1=Baghdad   
0=Kabul 
 
3 Q3 What is Obama’s position 
concerning the United 
States’ involvement in Iraq? 
0= US should improve 
Iraq’s health care 
system 
0= Increase US military 
presence in Iraq 
1= Withdraw US troops 
from Iraq 
0= Increase 
employment 
opportunities in Iraq 
 
4 Q4 Barack Obama did a 
number of things in this 
Middle East trip. Which of 
the following was shown in 
this video clip? 
1= He visited US 
troops. 
0=He visited a local 
hospital. 
0=He visited a big oil 
company. 
0=He visited a local 
high school. 
 
0 
5 Q5 Who is the president of Iraq 
whom he visited during this 
trip? 
0=Abdul Arif   
0=Saddam Hussein 
1=Jalal Talabani 
 
6 Q6 From what university did 
Obama receive his law 
degree? 
0=Yale University 
1=Harvard University 
0=Purdue University 
0=Northwest Univerity 
 
 
7 Q7 Name an issue Obama 
talked about with the 
Iraqi leader. 
 
0=How to increase 
employment 
opportunities in Iraq  
1=US troop 
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withdrawal from 
Iraq 
0=How to upgrade 
the Iraqi health care 
system 
0=His bid to become 
the next US 
president 
 
8 Q8 Who is the Iraqi prime 
minister whom Obama 
visited during the trip? 
1=Nouri al- Maliki  
0=Ali Nash 
0=Aban Farrah 
 
9 Q9 What did Obama pledge to 
the US troops in Iraq? 
0=To increase the US 
military force in that 
country 
1=To withdraw the 
troops in the next 16 
months 
0=To withdraw the 
troops in five years 
0=To provide the troops 
with more benefits 
 
10 Q10 What is Obama’s official 
reason for visiting Iraq? 
1=To be appraised of 
the Iraqi situation as a 
member of a 
congressional 
delegation 
0=To negotiate the 
withdrawal of US 
troops 
0=To find ways of 
improving the delivery 
of medical service to 
the Iraqis 
0=To find ways of 
improving Iraq’s 
education system 
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11 Q11 What did Barack Obama 
hope to accomplish in this 
trip to the Middle East? 
0=He wanted to discuss 
Iraq’s education system 
with the Iraqi leader. 
0=He wanted to visit a 
foreign leader who is 
also his friend.  
1=He wanted to give 
his Presidential 
campaign a boost.  
0=He wanted to discuss 
how the US can get 
more oil from the 
Middle East.  
 
12 Q12 What did Obama’s trip 
to the Middle East try to 
dispel? 
0= That he supports 
increasing gas prices 
0=That he supports 
increasing American 
military presence in 
Iraq 
1=That he lacks 
foreign policy 
experience 
0=That he lacks 
experience in 
strengthening 
national economies 
 
 
13 Q13 Barack Obama is the 
presidential candidate of 
what political party? 
1=Democratic 
0=Republican 
0=Green Party  
0=Independent Party 
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14 Q14 This presidential 
candidate had some 
difficulty figuring out 
what countries border 
Iraq. 
0=Hillary Clinton 
1=John McCain 
0=Tom Harkin 
0=John Edwards 
 
 
15 Q15 Obama was interviewed 
by a magazine published 
and circulated in this 
country. 
1=Germany 
0=Australia  
0=United Kingdom  
0=China 
 
 
96 
 
ACKNOWLEDGEMENTS 
I am indebted to many people for their help, support, and encouragement in writing 
my thesis. This study would not have been possible without them.   
First, it is my pleasure to extend my deepest gratitude to my adviser, Dr. Lulu 
Rodriguez, who inspired me with my research interest, directed me to develop the study 
structure, read my numerous revisions and helped me resolve all the confusions I came 
across. Not only for this study, since I became her assistant last year, she has always 
guided me into the right direction in how to conduct research and has significantly shaped 
my development in research ability, academic attitude and even life attitude. As our 
graduate program coordinator, from the first day I walked into her office, I have been 
touched by her welcome and warm talk to a new international student, who’s far away 
from her parents. Next, I want to give my grateful expressions to Dr. Thomas Beell and 
Dr. Matthew Potoski. I very appreciate them for accepting my invitations to be on my 
committee, appreciate them for all the encouragement, and especially appreciate their 
valuable and beneficial comments and feedback, which greatly enriched my 
understanding of my research and made great contribution to this study. Moreover, I want 
to address my tremendous thanks to my committee again, because my personal family 
situation, I could not being in Ames all the time during the past three months for 
conducting my study. At this moment, when I am writing this acknowledgement, I really 
can not find an exact work to describe how I appreciate all the understanding, guidance, 
assistance they kindly offered me. 
A lot of professors in this school I really want to give my thanks to them, Dr. Eric 
Abbott, Dr. Daniella Dimitrova, Dr. Suman Lee, Dr. Jay Newell, Dr. Dennis Chamberlin, 
97 
 
they are all great teachers I have met and thanks to them for being my mentors, role 
models and even friends. I also want to appreciate my school for awarding me 
scholarship and assistantship - providing me with the generous financial support to 
complete my degree. In addition, thanks to Ms. Kim Curell, the secretary of Greenlee 
School of Journalism and Communication, she helped me to complete many complicated 
paper works. And thanks to Mr. Sheng Ly, he provided me the technical support to 
operate my online survey. To the faculty of the Greenlee School, thank you for the 
training that you imparted to me in and outside the classroom. I am really indebted to all 
the things my school has provided me.    
Many thanks are also extended to my wonderful friends and colleagues. Especially, I 
want to thank the Greenlee “core” group: Sainan, Avril, Karen and Kurong, who have 
brought me so much happy time during my study life and have given me a lot of advice 
with developing my thesis idea. They helped me to refine my thesis and provided support 
for me to go through my two-year learning experience. In particular, many thanks to my 
closest friend in school, Sainan, who kindly opened up her apartment to me every time I 
am back to Ames, and helped me to prepare all the paper works for catching the deadline 
of submitting thesis forms when I am not in Ames.       
Words alone cannot express the thanks I owe to my parents, Zonglan Chen and 
Shengju Qin, who understand and support my decision when I was intending to go 
abroad for further education and then always provide me love and better life without any 
hesitation. I am extremely grateful to my fiance, Hongwu Jia, who also graduated from 
Iowa State University. He has been the driving force behind my aspirations and 
enthusiasm for the work I am doing, and even provided academic support using his 
98 
 
knowledge. He has done a lot to take care of my daily life and clear any distractions on 
the way of completing my thesis. All their strong belief in my potential allows me to 
build my confidence in my work. Without them, I could never have successfully 
completed this project.  
It is never possible to personally thank everyone who has assisted in the successful 
completion of a project. To those of you who I did not specifically name, I also give my 
thanks. 
Finally, I would like to offer up this humble work to my Lord and Savior Jesus Christ, 
to let him know I and really grateful to all the things he has arranged for me. I never 
doubt he is the directive source that I can always refer. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
99 
 
VITA 
 
NAME OF AUTHOR: Susu Qin 
 
DATE AND PLACE OF BIRTH: Octorber 16, 1982, Nanjing City, China 
 
DEGREES AWARDED: 
Postgraduate Diploma in Media and Communication, Toronto Institute of 
Technology, 2006 
B. A. in Contemporary Literature , Nanjing Forestry University , 2005 
 
HONORS AND AWARDS: 
2006 Excellent Student Scholarship of Greenlee School in Iowa State University 
2005 Excellent Student Scholarship of Toronto Institute of Technology 
2005 Excellent Graduate of NFU (Nanjing Forestry Univeristy) 
2005 Excellent Undergraduates’ Graduation Dissertation of Jiangsu Province  
 Title: “Story-telling method in ordinary people’s TV news’ reporting” 
2002-2004 Excellent Student Scholarship of NFU 
2002-2003 Excellent Student Leadership of NFU 
2002-2004 Excellent Reporter of NFU Daily and NFU student TV station  
 
WORK EXPERIENCE: 
06/2008-07/2008: Communication intern at Iowa Senate of Democrats  
09/2006-05/2008: Research Assistant, Journalism and Mass Communication School, 
Iowa State University  
10/2006-02/2007: Supervisor at Iowa State University cable TV “News Watch”  
06/2006-07/2006: Public Relations Intern at Dahe Advertising Firm, Shanghai, China. 
04/2005-07/2005: Apprentice reporter at City Channel TV station, Jiangsu Province 
Broadcasting Group 
09/2004: Volunteer of the 6th China National Disabilities’ Sports Games                   
06/2004-09/2004: Trainee reporter at news broadcasting center, Jiangsu Province 
Education TV station 
12/2003-05/2004: General Manager of Students’ at News Broadcasting Department at   
Nanjing Forestry University’s cable TV   
11/2003-05/2004: Student Manager of Public Affairs Department in Humanity and Social 
Science School   
07/2003-12/2004: Part-time Reporter and Editor of weekly educational edition,           
Nanjing Daily Newspaper  
05/2003-02/2005: Trainee reporter of social and civilian news edition,              
China’s “Xinhua” Daily Newspaper   
09/2002-11/2003: Reporter and Anchor at Students’ News Broadcasting Department,             
Nanjing Forestry University’s cable TV  
09/2001-10/2002: Reporter at the university’s newspaper, Nanjing Forestry University  
 
 
